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THE TIE THAT BINDS THIS 


¢ Famous ¢ Family roorner 


What better time than the end of the year for a manufacturer 
to count his blessings. 

To be sure, we at the Westinghouse factories can make all 
the well-known products illustrated on these pages. We can 
advertise and promote them aggressively. We can build wide 
consumer acceptance for them. But, upon our loyal distribu- 
tors and dealers rests the responsibility of translating 
this acceptance into action and sales. 

How superbly well you've done this job is in the record 
for all to read. 

For all you've done we thank you. And along with our 
gratitude go heartiest holiday greetings. 


General Sales Manager 





WESTINGHOUSE ELECTRIC CORPORATION, ELECTRIC APPLIANCE DIV., MANSFIELD, 0. 
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Libson ; 


Diamond’ 


Electric Home Freezers 





Even “blue moons” come oftener than this 
“blue chip” opportunity! Only the year 1952 
can bring you the sales-dynamite of Gibson 
Dicenial Jubilee freezers, ranges, refrigera- 
tors—explosively effective advertising in national maga- 
zines, newspapers, television —“bombshell” promotions 
with nationwide and local impact—all create bigger net 
profits! Get in touch with your Gibson distributor or mail 
coupon—but RUSH! 
Ginson REFRIGERATOR Company, GREENVILLE, MICHIGAN 





Gibson Diamond 


Jubilee Features 


Diamond / Jubilee Promotions! 


f 
/ 
{ 


promotions that will move merchandise all through 1952, 


NVZN Sales “bombs” galore! New sales-potent traffic-making 
> Ss 

———— 

\ [ ‘all _——7 _ the Gibson Diamond Jubilee year! 

AY | 


Quick Freeze Com- ’ Counterbalanced | K . ; 
partment — Handy . a Lid with Tumbler ~,) 


Single Dial Control \S Action Door Latch 


——— Mail this Diamond Jubilee coupon!-——— 


Gibson Refrigerator Company 
Greenville, Michigan 
Yes, let's celebrate! Rush Diamond Jubilee details 


to us. 


Diamond > Jubilee Testimonial: 
Sa a ae MORE THAN 6,000,000 HOME APPLI- 
Pretoction Fler ANCES PROVED IN USE THROUGH- 

OUT THE WORLD SINCE 1877 


STORE NAME 
STREET 

CRRe As. 

YOUR NAME....... 





Copyright 1951, Gibson Refrigerator Co. 
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The National Applance-Radio-I¥ Picture 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


The East 


By ROBERT W. ARMSTRONG 


E ASTERN dealers found October 
4 a pretty good sales month. 
Many, reporting that sales in all lines 
showed improvement over September, 
credited it to the imminence of new 
excise taxes and a gradually awakening 
public consciousness that price move- 
ments are bound to be upward and 
that there may be shortages in the 
months to come. Nobody, not even 
dealers, is convinced that shortages 
are inevitable and so far the public 
has betrayed no sign of being stam- 
peded into a buying panic like that of 
1950. The increase of buying by both 
etailers and consumers has been grad- 
| and cautious 


Long Island Step-Up. Out on New 
York’s Long Island, for example, deal 
ers reported that for the first time in 
many months sales could be com- 
pared favorably with last year and 
were particularly good for refrigerators, 
washers and dryers, with TV fluctuat- 
ing from good to bad. As usual in this 
quick moving area, sales depended on 
promotion and most of the benefits 
vere realized by the bigger outfits that 
could afford extensive advertising, 
somewhat to the chagrin of smaller 
merchants, one of whom said, “It beats 
ine how the big boys can work on a 
fifteen dollar bill (sic) and get away 
vith it—but I’m in business to make 
money, not to handle merchandise for 
the benefit of the wholesaler.” 

Over in New Jersey one dealer 
found September figures better than 
October, primarily because the earlier 
month gave him plenty of 1951 TV 
merchandise at prices which permitted 
him to make attractive offerings to 
consumers, and which, by increasing 
store traffic, stepped up the sale of 
other merchandise. Now, he says, 
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most of the big brand-name buys in 
TV are gone and both TV and white 
goods sales have slipped. Excise taxes, 
he says, are slowing the movement of 
appliances which are not taxed, be- 
cause the public has not been well 
informed on just what appliances have 
been taxed. Result: he and other New 
Jersey dealers are advertising heavily 
to the effect that all inventory in 
stock is tax free. And most dealers, he 
maintains, have plenty of inventory, 
four to five months of it. “I’m heaviest 
on refrigerators and small appliances,” 
he admits, “and my TV inventory, 
while still bigger than normal, is way 
down from what it was.” 


Cash in the Capital. ‘The recent 
government pay raise is having a happy 
effect on sales in Washington, with 
almost every store running “anni- 
versary” sales and bearing window 
signs reading “Retroactive pay checks 
cashed here.” 

One Washington wholesaler reports 
that freezers, washers and dryers are 
on allocation, but that refrigerators 
just aren’t moving. TV, he declares, is 
especially good, with more people buy- 
ing a second set and keeping the first 
for recreation or bed room. 

More optimistic still is a second 
wholesaler who says, “Business is in a 
healthier condition than at any time 
since the early part of last year. TV is 
moving best; vacuum cleaners arc 


lagging.” 


TV Shortage. It sounds incredible, 
but some eastern dealers say there is 
a TV shortage right now, today. For 
example, a Boston executive says that 
distributors in his area are back or- 
dered on 7,000 receivers. A New Jer 
sey dealer claims that his best line is 
on allocation and that, despite his sub 
stantial orders, his last shipment of 
the new 1952 line consisted of ex 
actly one set. But he’s been promised 
six in the next one. Another says, 
“We are having difficulty getting cer- 
tain models.” And a Buffalo, N. Y., 
merchant says he can’t get enough 
table models. 


Boston Bonanza. In areas where 
electric rates are favorable electric 
ranges have been good sellers during 
the past two months, but Boston, 
Mass., with its electric cooking con- 
tests at the recent Food Fair there, 


probably set an all-time promotional. 


record by drawing 10,000 good pros- 
pects. And, as proof that it has paid 
off, a group of over 35 stores reports 
that ranges top all other white goods 
in comparative selling records. Bos 


1951 


ton, which seems to have a genius for 
moving the less glamorizable lines, 
also reports that water heater sales are 
good, partly because of the aid of at- 
tractive wiring allowances. 


Upstate Downgrade. Unlike other 
eastern dealers, most merchants in the 
Buffalo area see little or no improve- 
ment in sales. Says one, ““White goods 
are slow; customers want you to prac- 
tically give the stuff away. Automatic 
washers and ranges are making the 
showing—and some models are actu- 
ally short. Refrigerators seem to be at 
a temporary saturation point.” 

More optimistic than this, but still 
unenthusiastic, is the report of another 
dealer who says, ““T'V business has 
been good, but refrigerators are slow 
and washers are just fair.” 


Santa’s Coming. Despite the spot- 
tiness of the eastern retailing picture, 
nearly all dealers still believe in Santa 
Claus. Christmas, they say, will bring 
good business, and only one retailer 
says, “It better.” 


The Midwest 


By TOM F. BLACKBURN 


ITH this the last news letter 
of the year, it is perhaps the 
time to evaluate its major trends. 

An epidemic of premium use has 
broken out in the middle west. Harry 
Alter, Chicago distributor, gives away 
Hawaiian ukes with Crosley television 
sets. Bicycles may be had, and the 
Chicago Tribune offers electric blan- 
kets with subscriptions. 

More elaborate are the premium 
plans being employed by grocery 
chains. Atlantic & Pacific stores have 
been offering Thor washers; Lever 
Brothers are passing out Westinghouse 


automatics as premiums to sOap uscts. 

Two angles are behind this move, 
this column is informed. Before 
cutting prices merchandisers will often 
offer to get business. They will also 
use premiums when competition gets 
too tough as a means of holding cus 
tomer buying in line when it other- 
wise might be lost. 


Double Bundle. The industry can 
expect a closer snuggle between ap 
nna and groceries in the near 
uture. Houston long has seen ap 
pliance centers in groceries. Recently 
in Beloit, Wis., a 20 washer laundry 
was installed in a food store by West- 
inghouse which permits the good 
housewife to tuck her laundry into a 
washer, shop, and pick up the dampf 
wash enroute home. The timing is” 
just right, and it permits a woman to? 
kill two birds with one stone. 


No More Inventory Headache. 
February, 1952, will see the end of 
the huge inventories that have hurt 
1951 business. 

The expert who stuck his neck out 
on this one says that distributors have 
about 300,000 refrigerators on theif 
hands today, and dealers about 400,- 
000. The first quarter in 1952 will se¢ 
a reduced output of boxes. When 
news of the hates dawns, we, ag 
Mr. Harding put it, will be back té 
normalcy. 

Our expert believes that two million} 
boxes a year become obsolete. One 
million new homes a year come into 
being. A half million refrigerators aré 
exported, and another half million 
go into newly electrified homes. With 
a saturated market—at the present 
figure for all practical purposes—thé 
absorption rate for refrigerators is 
about four million a year. 

On freezers, he feels there will be a 
shortage of merchandise because the 
government allows manufacturers to 
produce only on their previous output, 
which was low. The public’s interest 
in freezers this time is genuine and 
not due to hoarding. 

Still, the public has definite ideas 
of what it will pay. When one manu- 
facturer shoved his price to $600 down 
went sales on that model. One maker 
said it cost more money to build an 
upright freezer, even though the pub- 
lic liked them. 

Idea of the month took place at 
Downing’s store in Licking, Mo. 
Drum majorettes approached _passers- 
by and asked, “Would you like a kiss 
from Downing’s store?” If the passer- 
by puckered, he was handed a candy 
kiss. 


(Continued on next page) 








Appliance Distributor Says 


KLIXON Protectors Important 
Part of Appliance Motors 


| 


NEW HAVEN, CONN.: Mr. Z. C. Deuse, Secretary-Treasurer | 
of The H. M. Tower Corporation, leading Wholesale Dis- 
tributors, finds KLIXON Protectors stop motor burnouts on 


their appliance motors. 


“We consider Spencer Klixon Protectors an important part of 
our motor operated appliances. They stop motor burnouts... 


thus protecting them against major motor repairs.” 


KLIXON Protectors Build Customer 
Goodwill by Preventing Major Repair Costs 


The KLIXON Protectors, illustrated, are built into the 
motor by the motor manufacturer. In such equipment 
as refrigerators, oil burners, washing ma- 
chines, etc., they keep motors working by 
preventing burnouts. If you would like 
increased customer-preference, reduced 
service calls and minimized repairs and 
replacements, it will pay you well to ask 


Automatic for equipment with KLIXON Protectors. 


LIxON 


SPENCER THERMOSTAT 
Division of Metals & Controls Corp. 
2512 FOREST ST., ATTLEBORO, MASS. 
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Chicago passed the million mark 
in television sets. ‘The way saturation 
has jumped in the Windy City shows 
how rapidly big scale distribution 
moves. A TV survey within a 50 
mile radius of Chicago reveals satura 
tion figures as: 

Jan. 1, 1948... 
Jan. 1, 1949.. 
Jan. 1, 1950... 
Jan. 1, 1951.. 
Oct. 25, 1951 


my) Fe 

. -89,156 

. 353,895 

... 015,471 
. 1,024,457 


Small Saturation, Big Sales. The 
advice given by Mort Farr of NARDA 
for dealers to plug items of low distri 
bution is borne out by two statistics 
collectors, the Kansas Gas & Electric 
Co. and the Union Electric Co. in 
St. Louis. 

Kansas dealers in the utility terri 
tory sold 11 dehumidifiers in Sept., 
1950, and 25 in September, 1951. 
Dishwashers jumped in a comparable 
time from 38 to 51, food waste dis 
posers from 31 to 52, clothes dryers 
from 60 to 134 (in sunny, hot coun- 
try, too) freezers from 143 to 152, 
ironers from 76 to 112, and automatic 
washers from 313 to 489. 

In St. Louis territory gains were 8 
percent for water heaters, 30 percent 
for freezers, 17 percent for automatic 
washers, 14 for clothes dryers, 23 for 
ironers, 164 for electric sinks, 22 for 
dishwashers, 19 for roasters and 63 
for blankets. 


The South 





By AMASA B. WINDHAM 





AS of November |, business down 
South began to look as good as 
Miss America at an old maid’s con- 
vention. To all intents and purposes, 
the inventory problem is licked and 
the rise in buying, while not at boom 
proportions, is certainly on the way 
up. In fact, if this reporter was in 
the habit of getting out on limbs, he 
would say flatly that the end of 1951 
seems destined to find the southern 
appliance dealer winding up as well as 
he did in 1950—in both volume and 
unit sales. 

Television is leading the comeback. 


|In Nashville, Tenn., for example, 


where the big dive first began down 
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here last Apnil, T'V is busting its panta 
loons. The sales manager of one of 
the largest department stores ther 
declares T'V is now running 10 per 
cent ahead of last year. (And six short 
months ago, this same store was 
screaming for customers, offering 52- 
piece dish sets and fantastic trade-ins.) 

In Louisville, it was the same story. 
In the past 30 days, three new tele 
vision shops have opened up in the 
Derby city and small dealers for miles 
around began stocking up again. Table 
models were in great demand here. In 
Charlotte, both wholesalers and re 
tailers were predicting that the TV 
shortage ol begin as early as the 
middle of November. Already table 
models were limited and big cabinct 
jobs again were selling. 


TV Comeback. In Atlanta and 
Birmingham, buying started again 
when the two-way cable came in back 
in September and has not let up 
Dealers in both of these cities wer 
selling all types and models, with set 
in the $250 neighborhood going fast 
est. New Orleans and Dallas reported 
only that TV sales were “better” and 
a large Memphis wholesaler said ther« 
was “a definite increase”. Down in 
Miami, the Florida Power & Light 
Co. monthly survey showed the sal 
of table model television sets to be 
slightly behind last year’s record fig 
ures, but the sale of floor models was 
up a whopping 7,500. 

Laundry equipment was booming 
gain. In the Carolinas, one of the 
top manufacturers of automatic wash 
ers had put wholesalers on allocation, 
due, the maker said, to defense pro 
duction restrictions. Ironers and dry 
ers were described as “getting tight” 
A dealer with stores in both Raleigh 
and Charlotte pointed out that “wash 
ing machines did not suffer a com 
parable drop in sales that several other 
items did, and I’m afraid they are 
going to be short before we know it.” 


Tight, But Not Dry. This dealer 
also stated: “However, even though 
supplies may be short, or at least er 
ratic, the prospects are that they won't 
be completely dried up except in the 
case of an all-out war. We're not going 
to relax in our selling efforts and wait 
for the customers to come to us.” 

The next most pleasing item in the 
month’s survey was the increase in 
sales of electric ranges. Again it was 
the Carolinas which led the upsurge 
Carolina Power & Light Co.’s sales 
department wound up an_ intensive 
campaign staged among 581 dealers 
of the area. The momentum of the 
campaign kept Tarheel dealers out in 
front. But Arkansas and Louisiana 
were not far behind. Campaigns staged 
in those areas during the late summer 
were still paying off, with dealers reap 
ing a profitable harvest in range sales 

The sale of refrigerators, water heat- 
ers and floor furnaces was considerably 
better than in past months, according 

(Continued on page 8) 
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2215 SOUTH ST, 16 AVENUE 
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FACTS EVERY DEALER SHOULD KNOW ABOUT ELECTRIC RANGE UNITS 


My protits come 
faster when {sell 


CHROMALOX 


SUPREME 
\ e e 
*Z-antts-tn-l” 


175 A FACT 


CHROMALOX Sells Better 


Homemakers through the years have 
known and preferred Chromalox 
Surface Units for new ranges and o pp 
for replacement. Alert dealers know OUTER COIL 

this preference leads to quicker, HEAT ¢ r 4k 
@asier, more profitable range unit > " ee | 


teplacement business. For uniform, eco- 
nomical cooking 
in large viensils 
and frying pans. 


OVERALL HEAT 


When it’s needed! 


eS 


With CHROMALOX "Supreme" Units 
yo! 


fit all range openings 


- 


INNER 
HOT-SPOT 


YOU operate on low-cost 
inventory 


U get quick turnover and profits 


Write today and see how you can get this 
profitable, range-unit replacement business 
in your community ... and through it build 
sales for appliances in your store. 


EASIEST CLEANING 


Unit lifts up, pan comes 
thorough 


— SEND FOR = neta 


“Bulletin RU-149" 
for your 

Service Dept. VW’ ECONOMICAL COOKING 
VW COOLER COOKING 


“THE SWITCH IS ON” VW LONG SERVICE LIFE 


for your 
range salesmen 


CHROMALOX 


Ceili Cooking ata Butt 
EDWIN L. WIEGAND CO., 7525 THOMAS BLVD., PITTSBURGH 8, PA. 
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to almost every area surveyed. But as 
one dealer pointed out, the months 
of September and October did not suf 
fer from a sales let-down such as oc- 
curred last year when business dropped 
following the Korean War scare buy 
ing period 


Cutbacks and Xmas. The prospects 
for Christmas selling were excellent, 
with clectric housewares expected to 
set new records. ‘Two or three South- 
ern utilities were set to launch special 
promotions of small appliances as 
Christmas gifts, and the wholesalers 
were sounding warnings to dealers 
that when their present inventories 
were gone, supplies might not be re- 
placed, or at least, the quality might 
be questionable. Cutbacks on alumi 
num and copper at the manuacturing 
level were cited as reasons. 

Among the newer appliances, food 
waste disposal units were making great 
headway. An increasing demand for 
them, particularly in new housing 
units, was noted. Better sales of dish- 
washers in almost every section also 
were reported. Home freezers, air 
conditioning and fan sales dropped 
off considerably, as they usually do at 
the approach of cold weather. Items 
such as vacuum cleaners, clocks and 
sewing machines were moving fairly 
well, dealers reported 

Radio was holding up remarkably 
well, about on a par with last year’s 
sales, floor models being slightly ahead 
and table models lagging slightlv. The 
sale of record players was steady almost 
everywhere, but far from spectacular. 


Cold Weather, New Sales. Several 
excellent promotions were noted dur 
ing the month. Many dealers have 
begun to push winter items and ad- 
vertising gave prominent space to elec 
tric blankets, heating pads and similar 
equipment. One or two dealers pre 
dict that electric blanket sales this 
season will reach a new high, unless 
the copper shortage changes the pro- 
duction picture 

Space heater sales were soaring, par- 
ticularly along the east coast, from 


PLEASE PUT ME DOWN FOR A DISHWASHER— 
AUTOMATIC OR MALE.” 
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Richmond to Miami. In Florida, deal- 
ers looked to a record volume year in 
heaters as a new campaign, sparked 
by Florida Power & Light Co., got 
under way. The utility estimated that 
a $15,000,000 market awaited exploi- 
tation by retailers in south and central 
sections of the state. 

Whatever occurs in the way of 
shortages, curbs or weather from now 
until 1952 can have little or no effect 
on business. The plain fact is that 
December is bound to be a whopping 
month in almost everv line. 


The Far West 


By CLOTILDE G. TAYLOR 


[ EFINITELY “up” is the report 

on September-October business 
from practically every section of th« 
West Coast. In some areas the sal 
of television sets was actually higher 
in September than a year ago. Los 
Angeles has been experiencing a minor 
boom in television and to a lesser 
extent in major appliance buying 
Except for a few types of sets, there 
is little excess inventory on the Coast 
Predictions are current that there will 
even be a shortage of most popular 
lines by the time Christmas buying 
is at its height. 

Much of the public interest is 
credited to the opening of the micro 
wave relay transmission of live pro 
grams across the continent. Not only 
viewers, but advertisers have re 
sponded, with the result that there 
will probably be a far wider use of the 
transcontinental facilities than was 
expected. However, even the areas 
not within range of these new pro 
grams have shown a spurt forward in 
r'V buying. Seattle had a little boom 
of its own. Most recent report of set 
ownership frome that area brings the 
total to 99,000. An informal survey 
in Vancouver, B. C., indicates that 
ibout 1,000 sets are in use in the 
lower mainland area—twice the num- 
ber reported a year ago. 


Fringe Areas Expand. One of the 
interesting features is the expansion 
of the reception areas utilizing signals 

Continued on page 10) 
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OWNING 
Joy of 
SELLING 


Naturally, she’s happy to receive the new Speed Queen 
washer. But come around two, five, ten years from now 
and she'll be even happier that is, with her washer. 
She'll tell you about her one-hour washdays.... . her 
sparkling white clothes and her freedom from 
repair bill worries. She'll also have a good word for 
you, the dealer, who sold her this efficient and depend- 
able washer. 


All of which makes it a joy to sell Speed Queen 

to know that the product will faithfully fulfill your 
promises and build good will for your store. Perhaps 
it’s this joy of owning and joy of selling that is largely 
responsible for Speed Queen’s having the lowest turn- 
over of dealer accounts in the entire home laundry 
appliance industry. 


SPEED QUEEN CORPORATION 


Ripon, Wisconsin 





THE NATIONAL APPLIANCE-RADIO-TV PICTURE 





from present stations. Many of the 


preconceived ideas about television 
reception have been proved wrong, 
with the result that such communi- 
ties as Bakersfield, better than 100 
miles away and across the mountains 
from Los Angeles, is now selling tele 
vision sets in number by testing out 
the spotty areas where good results 
can be obtained by use of high an- 
tennas. Quite surprisingly, there are 
a considerable number of sets in use 
in the Imperial Valley, utilizing 
signals originating 200 or more miles 
away. 


Denver Stages TV Show. Denver, 
without a television station of its own, 


| made use of the micro relay trans- 
mission of the World Series by tap- 
| ping the line with a closed circuit 


reception. Two major hotels showed 


| the games on sets established in their 


lobbies, in private rooms, and to over- 
flow crowds on the sidewalks. Local 
distributors displayed their wares be- 
fore dealer parties in suites of rooms. 


| It is estimated that 50,000 people 


viewed the games. The streets about 


| the hotels were blocked off to traffic 
| during the telecasts. No orders were 
taken, bit tremendous interest was 


indicated, both on the part of the 
public and by local dealers. Denver, 
incidentally, has had some long range 
reception of its own. One local music 
dealer installed a tremendously high 
mast and with a long-range TV 
chassis has been able to get signals 
of a sort, it is reported, from both 
Coasts. 


TV Cleanup. The question of 
licensing of television service firms 
is up again, this time in Pasadena. 
Local retailers have been testifying 
before the city board in regard to a 
proposed ordinance which would 
provide for examinations for journey- 
men and apprentices, financial guaran- 
tees by firms entering the service field 
and licenses for all repair and servic- 
ing companies. San Francisco’s prose- 
cution of gyp television firms has 
resulted in a jail sentence and fine for 
one concern on the ground that it 
had repudiated down payments, failed 
to back salesmen’s promises and in- 
dulged in other illegal practices. On 
the whole the industry on the Coast 
is cleaning up pretty well in the mat- 
ter of complying with down payment 
requirements of Reg. W. There is 
practically no illegal trade-in adver- 
tising left. Trade-ins, incidentally, 
are becoming an increasing factor in 
such well established television areas 
as Los Angeles. In some stores, from 
40 to 60 percent of the sales made 
are reported to involve trade-ins. 


| These are 10 to 12-in. sets, which are 
| being reconditioned and sold at a 
| small profit. 


TV Diploma. The University of 
Southern California is said to be the 
first major university to offer a degree 
in television. It now has a department 


CONTINUED FROM [PAGE 8 





of telecommunication under the Col 
lege of Letters and Sciences, gradu 
ates receiving a B.S. in Television 
The college is installing a $100,000 
fully equipped TV station, connected 
to Mt. Wilson so that it can relay 
programs to any of the Los Angeles 
stations. 


No Brownout in Northwest. The 
threatened brownout due to water 
shortage in the Pacific Northwest has 
been staved off, at least temporarily, 
by early rains. But the margin of 
safety is at all times small—and fears 
are now being expressed that cold 
weather in western Canada may cut 
off water supplies originating there by 
freezing streams. Incidentally, Ta 
coma City Light, because of tl 
danger of power cutbacks, has termi 
nated the program under which it 
installed electric water heaters free 
During the nine months the plan 
was in operation, 1,700 electrical 
sidearm heaters were replaced by the 
automatic type. Benefits to the city 
utility were marked reduction in peak 
load. Sales, a large portion of them 
through dealers, amounted to about 
$238,000, plus about $85,000 in Ia- 
bor and materials involved in the in- 
stallations. 


Sales Up in San Francisco. As of 
September, electric ranges, freezers, 
TV, dishwashers and dryers were 
ahead of 1950 sales for the year. 
August TV sales were up 64 percent 
above July—and even ahead of 1950 
by 23 units. Fall and winter business 
is expected to be well above last year. 
Although refrigerator and automatic 
washer sales still were lagging, both 
had increased and were showing fair 
response to sales promotions. 


Better TV in Salt Lake. Local TV 
station is to be relocated on a 9,000- 
ft. mountain which will appreciably 
increase the reception area and open 
new markets. Housewares sales in 
this area have been relatively slow, 
but have responded well to promo- 
tions. Another Utah dealer reports 
“no success” with free food offer. In 
this case $10 worth of food was to 
be given for a home demonstration 
of a refrigerator. Check on the appli- 
cants indicated that only one had a 
credit rating justifying the demon- 
stration—and the plan was abandoned. 


Fair in Hawaii. Both distributor 
and dealer inventories are relatively 
high, but this is normal for this out- 
post, whose distance from sources of 
supply makes relatively large stocks 
good policy. Sales have been good to 
fair in most lines. 


El] Paso Below 1950. Latest report 
from El] Paso shows almost all appli- 
ance sales for the year below * sl 
of 1950 to the same date—except 
electrical dishwashers, which were 
up. Fall business was better in this 
area, too. End 
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of colors. Only $49.95* 





The CAPEHART Table Radio — True Cape- 
hart quality in miniature. Distinguished 


design beyond compare. © Un : 
beaucifl tone. Choice of colors. ‘oy 








The CAPEHART Clock Radio. The fastest 
selling clock radio on the market—the 
most wanted, the highest-styled now avail- 
able. Beautiful plastic cabinet in choice 


The CAPEHART Personal Portable 
Radio. Plays where you play. Handsomely 
styled to lead its field in looks and per- 
formance, Modern design in oe of 

\. colors. Only $29.95* 4 





Get set with goods that SELL 


in the selling season 


@ Here they are—“‘small goods” items that mean more holiday 
profits for you! There’s nothing else like them on the market. None 
can match the Capehart Clock Radio, the Capehart Table Radio 
and the Capehart Personal Portable for beauty of design . . . for 
reliable performance. None can touch them as sure sight-sellers. 
Be sure your stocks are adequate for the selling season ahead. Check 


your Capehart distributor or write E. Patrick Toal at Fort Wayne. 


CAPEHART-FARNSWORTH CORPORATION, Fort Wayne 1, Indiana 
An Associate of International Telephone and Telegraph Corporation *prices for Zone 1. 
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Gets a Shovelful of Dirt 


in 10 minutes 


from rugs and carpets 


ap eer ee WHITE’S AUTO COMPANY, INC. 
Wichita Falls, Texas 


© 42 COMPANY-OWNED STORES 
© 128 ASSOCIATED DEALER STORES 


2? OKLAHOMA TIRE & SUPPLY CO. 


Tulsa, Oklahoma 


© 51 COMPANY-OWNED STORES 
e 151 ASSOCIATED DEALER STORES 


A big welcome to two big new names in Eureka’s powerful selling 
organization! Two of the Southwest's most dynamic appliance 
merchandising chains are now starring EUREKA... now telling the 
exciting, sure-fire GUARANTEE story! They know that the American 
consumer looks for the best... that he buys on PROOF. They know 
that Eureka offers the strongest proof any vacuum cleaner can give: 
GUARANTEED to get more dirt in /ess time or your money back! They 


know that where there’s proof... there’s profit! 


Here’s Eureka’s Great 
*¢3-in-1’’ Campaign 


Coverage 


Neat ae i 
gact® oss Wine rout 


——_ 





tell the sure-fire Money-Back Guarantee story. It’s a story that quickly 
NATIONAL catches and holds the attention ... that stimulates action, plenty of 
MAGAZINE AND action, right away. Excited prospects say, "Prove it to me! | want to 
see for myself!’ That means demonstrations ...and demonstrations 
NEWSPAPER ADS dl ns 
sell the ‘'3-in-1"" Wonder Cleaner. 


(ete = 





$\\ 


weit *e 
With 
" ‘a 


~ 
> 
oO 
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GREAT GHAINS 


EUREKA 3: 


POWER-DRIVEN WAXER-POLISHER 
PLUS..eSENSATIONAL MONEY-BACK 


Guarantee! 


Only Eureka Dealers Make This Guarantee 
to Their Customers 


“Use the Eureka ‘3-in-1’ Wonder Cleaner in your home 10 
days. Then if you are not completely satisfied that it removes 
more dirt from your rugs and carpets in less time and with less 
effort, your money will be refunded, and your 10 day 

trial will not have cost you a cent.” 


Removing Dirt From Rugs and Carpets is a 
Vacuum Cleaner’s Principal Job 


A good 90% of the use of any vacuum cleaner is the cleaning 
of rugs and carpets. That’s why the Eureka guarantee is so 
important. Eureka gets more dirt, by actual test. Eureka dealers 
may give the Eureka Automatic Model S-250 to anyone and feel 
completely certain that it will remove more dirt in less time, 
with less effort than any cleaner they have used before. 


It’s a beauty! Striking colors and flashing lights! 

EUREKA This spectacular new store and window display 

"3-in-1” piece features the sensational Eureka ‘'3-in-1" 

Wonder Cleaner Wonder Cleaner with power-driven floor polisher. 

STORE AND WINDOW "tells a fast sales story...and tells it well. 
LIGHTED DISPLAY Good size (54” x 39")—rugged construction. 





Waste Food 


DISPOS"O°MATIC 


with 7¥," short hopper and exclusive, patented 
"“Hammermill” grinding action which does 
not clog or jam. a with 4 H.P. 
Capacitor—Start Motor and forged brass 
impellers. Meet the growing demand with a 
better product... pile up big new profits. 
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WONDER CLEAP 


Write, Wire or Phone for full information 


Eureka Williams Corporation - Bloomington, Illinois 
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KITCHENS 


@ Top-quality, outstanding beauty, distinctive features, com- 
plete line, nationally advertised, competitively priced. Leads 


in value. See your distributor or write us for full information. 


SHIRLEY COR « INDIANAPOLIS 2, 


Challenges Comparison ] 
at ONLY $21.50 retails 


@ All automatic controls in one handle 
, —no knobs to turn 


i @ ‘Double - Check control — simple 
. tickless clock plus super-sensitive 
thermostat 
=the, @ Twice-as-wide-range color selector 
@ High lift bread basket—no more 
burned fingers 
ANOTHER WINNER — Only 
4-Slice Domestic Toaster Made 
Model 444 —sORetails for only $31.50! 


@ Write for full details and name of nearest distributor 


THE TOASTSWELL COMPANY 


620 Tower Grove Ave. + St. Louis 10 











ECONOMIC CURRENTS 


More Business, Less Inflation 


By the McGraw-Hill Dept. of Economics 


WE do not know just what sig- 


nificance to attach to the fact 
that the only big buyers’ rush to beat 
the new November 1 taxes was for 
liquor. Perhaps it sprang from a feel- 
ing that the situation has become so 
confused that the most salubrious pro- 
cedure is to acquire the wherewithal 
to forget it all for a time. 

However, so far as the business out- 
look over the months immediately 
ihead is concerned, we do not feel 
that way about it. As it has for some 
months, it still seems clear that busi 
ness as a whole will carry on at high 
levels, and that it will be attended 
by relatively little price inflation. In 
fact, if that cheerful view needed any 
further confirmation, it has had it 
ince we last reported: the progressive 
cleaning up of what a few months 
go were regarded as very top-heavy 
of consumer durables. 


NON-CONTAGIOUS SICKNESS 


nventories 


We will not be surprised if in the 
period immediately ahead the stock 
narket suffers sickly sinking spells 
from time to time. But neither will 
ve take this as an indication that 
musiness is either currently or pros 
pectively going to pot. This is partly 
because we keep in mind the fact that 
either as a general business indicator 
or as a business forecaster the stock 
market’s post-war record is one of al 
most dazzling inaccuracy. It is also 
because, on the whole, the stock mar 
ket—even when right—reflects rather 
than shapes business. 

Here is some amplification of the 
detail, most notably that of the im- 
proved inventory situation, of the im- 
mediate business outlook: 

1. The inventory excess which was 
featured in the headlines all summer 
is well on the way to oblivion. Elec 
tric appliance dealers generally are 


closer to their usual 30-60 day work- 


ing stocks. TV manufacturers have 
only about half as many sets on hand 


as in August. Automobile dealers 
have been getting rid of cars with 
equal success. And even textile in- 
ventories, particularly cotton goods, 
appear to be in a better position, al 
though stocks of rayon and woolen 
goods are still fairly heavy. 

2. Department store sales are show 
ing some increase, even though most 
of it is seasonal. It now appears likely 
that Christmas business will top even 
the fabulous total achieved a year ago 
With this prospect, stocks of most 
items do not look so high any more 

3. The last two months have been 
big ones for homebuilders. It’s now 
clear that new home starts will again 
top one million in 1951. And stores’ 
sales of home furnishings are al in 
ning high. 

+. Prices have turned up. The BLS 
vholesale price index rose slightly in 
October, reversing the decline which 

isted from March through Sep 
tember. The more sensitive index of 
ot commodity prices has risen con 
derably faster, indicating that price 
ressure will be upward from now on 
(nd rising prices usually stimulate 
new orders. 

\ll this has led to a moderate 
pick-up in production of consumer 
goods. Television set makers are 
swinging into full production, utiliz 
ing the inventories of parts they built 
up while production was cut last sum- 
mer. And this is true in other appli 
ince fields, as well as automobiles and 
furniture. The upswing may be cut 
short in a few months by materials 
troubles. But that’s a different story 
from not having demand. 


PRODUCTION TROUBLES 


Meanwhile, the capital goods and 
heavy construction industries continue 
to beat against the production ceilings 
imposed by shortages of materials— 
ind lately, a growing shortage of vital 
component parts, such as valves and 

Continued on page 16) 








“IT’S JUST ONE WHALE OF AN ARGUMENT AROUND HERE ALL THE TIME!” 
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OUTSTANDING VALUE KG5I 
Full 20-inch cut... Single finger-knob control of 
cutting-height . . . Light weight, trims where others 


can’t... Briggs & Stratton engine . . . Priced to sell 


aslow as $109 50 


Qells fastest 


“We make more money— easier — 


with ROBERTON 
POWER TOOLS’ 


‘They're lower priced, obviously offer more value. So... 
they serve better as leaders, attract more traffic . . . they 
require less investment in inventory . . . they sell faster 


. no mark-downs or carry-overs .. . and they 


’ 


work well, make repeat customers.’ 


GAS-POWER 
ROTARY PRI6 


Don’t miss this chance to sell people 
with small or rough lawns or tight 
budgets that can’t take reel-type 
mowers. A bigger share of total mow- 
ers bought each year goes to rotary- 
type. Last season this Roberton 
PR16 sold many times its previous 
record! 

Light, rolls like a ball. . . Cuts 
any-length grass, 16-inch swath 
Trims within %-inch of fences, etc 
... Simple adjustment for cutting- 
height . . . Reversible, shock-proof 
blade . . . Priced to sell as low as 


$79.50 


NEW ELECTRIC MOWER’ KE25 * ok e 
Lowest priced self-propelled reel-type mower . . . Latest in 4 G. . 


the 15-year-old line of Roberton electric mowers . . . No 
aan cached = trouble, ideal for poet od astro . Light Supply man, on 
Be ee 
sell as low as $79 50 2, , , 
UNIQUE COMBINATION ie 
Lawn-Edger and Hedge Trimmer K10 ; 


light weight (only 4 1b nd balanced at grip, easier ; Re 
é ny position Simply interchange blades on the DIVISION 


perating hand... Elec- 
fo ca> EF, KING PNEUMATIC TOOL COMPANY 
> S/ 50 2717 NORTH ASHLAND AVE. e CHICAGO 14, ILLINOIS 


Colorful, appealing, priced 
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‘Economic Currents 


ELE« | ral DRYERS mmm CONTINUED FROM PAGE 14 
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bearings. Machinery production has 
10/2... been inching up for the past six 


months, but it seems unlikely to gain 
any faster until more steel and coppe: 
become available. 

Defense production is still rising 
very slowly. A rapid rise in this cate 
gory may still be six months away, fo1 
here, too, shortages of tools, materials 
and component parts 1s hampering 
production. But don’t be misled | 
the slowness of output—as measured 
by finished tanks and planes. There’s 
a lot more defense work in process 
than shows up in the figures on 
liveries. 

Right now, defense expenditures are 
running about $40 million per year. 
But there’s enough work in process to 
boost the annual rate to $52 billion 
when it starts coming off the lines 
next spring. And every month of go 
ing to work on new contracts adds to 
the eventual spending figure. That 
means a powerful boost for business 

. even though there’s no inflation 
iry surge immediately in sight 


PROFITS GOING DOWN 


Ihe real excitement during the past 
mouth has been in the financial mar 
kets. A number of large corporation 
issued reports showing spectacular 
drops in net profit—due chiefly to the 
ravages made by the tax collector un 
der post-Korea laws. General Motors, 
for example, earned 58 percent less in 
the third quarter of this year than in 
the corresponding quarter of 1950 
General Electric’s net profit was off 
56 percent. 

Ihe stock market—which appat 
ently had been evaluating companies 
on the basis of last year’s earnings (of 
fond memory), not next year’s earn 
ings, as it is supposed to do per the 
textbooks—seems to have taken one 
look at these gloomy reports and 
dived. 

In terms of the general business out- 
look, this does not disturb us. The 
market has broken before when busi 
ness was continuing steadily upward— 
in 1946 for example. But the gloomy 
profit reports which seemed to cause 
the market to break do warrant atten- 
tion. If cash available from profits 
were to decrease substantially, this 

| would undercut industrv’s ability to 
finance capital expenditures, and so 
lay the foundation for a business bust. 

However, over the next vear, the 
outlook is for gradual improvement in 
corporate finances. Profits will be bet- 
ter, as the volume of business in 
creases, and not all the gains will go 
to the tax collector. Also, corporations 

Nichrome by generally will not have to tie up as 
much of their cash in inventory from 


Driver-Harris Company gg thoee 


Some small companies will be 

HARRISON NEW JERSEY pinched for cash—particularly those 
that have not set up adequate tax rc 

i anf serves. But the larger companies which 

account for the bulk of industrv’s 

planned spending on plant and equip 

ment should be able to carry these 

programs through without too much 


difficulty End 
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BIGGEST BUY 
IN TV TODAY! 


J 3-way combination 


17 TV-AM RADIO-all-speed PHONO 





COMPARE THESE ALL-STAR FEATURES 
FULL 17” PICTURE TUBE—clear, sharp, * FINE-FURNITURE CABINET—sturdy, 
steady pictures! beautiful, dark mahogany! 
FINE AM RADIO—hairline tuning, extra * SPACE-SAVING SIZE—combination in 
sensitive! size of TV alone! 
ALL-SIZE, ALL-SPEED PHONOGRAPH— BUILT-IN "RAY-TENNA" ANTENNA— 
full, rich sound! gets all channels! 
EASY-TO-USE "RAY-DIAL" TUNER—dial FAMOUS FOR FRINGE-AREA PERFORM- 
TV like a radio! ANCE—super-powerful! 
10” BALANCED DYNAMIC SPEAKER— 
built-in tone balance control! 
$ 
Was *469°5 TILTED PICTURE WINDOW —eliminates 


Inc. tox and warranty reflections and glare! 


~ Vy. 4 4 A 
t THE STARLIGHT— < . 
Model RC-1720 ; 
> —— Ne NL Boe 
‘ ‘§ Good seers A RETAIL 
Sa TELEVISION INCLUDING 
RAYTHEON—A famous name in electronics, one of NOW ONLY FED. EXCISE TAX. 
code: eommminationt, satay end Wheeteh ee eel 
tronic equipment. 
———— COMPARE THIS RAYTHEON VALUE ~~~ _— 


- 
WITH OTHER BRANDS OF COMPARABLE QUALITY 
I 
I 
| 
I 











I 
brnd"A...nnnf39995 fend o......$0005 | ‘TELL IT! SELL IT! PROFIT! 
Brand "B 379.95 Brand “E” 
Brand"C"’ Belmont Radio Corp., Subsidiary of RAYTHEON MFG. CO. 
5921 W. Dickens Ave., Chicago 39, Ill. 
YOUR CUSTOMERS SAVE FROM $10 to $180 OR MORE! 
eee et © Belmont Radio Corp. 
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Amick Radio & Appliance Sales, 456 State St., Hammond, Indiana 


He increases his sales by 
decreasing his selling effort! 


If you think this is impossible, read 
how Guy Amick’s short-cut selling 
methods move more than $225,000 
worth of appliances a year... 


“THE SECRET of success in the appliance 
business is to make the salesman’s job easier,” 
says Guy W. Amick, co-owner of Amick Radio 
& Appliance Sales, 456 State St., Hammond, 
Indiana. “The trick is to know what your pros- 
pects will buy and keep everything else out of the 
store. The result is more sales with less effort.” 

Using this forthright approach to appliance 
selling, Guy Amick grosses more than $225,000 
a year, despite the competition of six other 
appliance outlets in the same block of Ham- 
mond’s business district. 


Guy has been in the appliance business in 


northern Indiana’s Calumet district since 1926. 
Out of his experience, he has developed selling 
principles that any appliance dealer can read 
with profit. 

Guy believes that selling sometimes is over- 
emphasized to the neglect of buying. “Buying 
right.”” he says, “‘can take much of the pain out 
of selling. It takes no more time to close a sale 
than to lose one. So we try to buy the best 
selection of the merchandise most likely to 
interest our prospects. In this way, we give the 
salesman an initial advantage that pays off in 
more sales per hour of his time.” 


(Advertisement) 


DECEMBER, 


Guy Amick 


He knows his market 

The way Guy buys television sets illustrates his 
point. “Our trading zone covers an area within 
a radius of twenty miles,” he says. “Most of the 
people live in small houses, very few in apart- 
ments. As a result, we have little of the demand 
for table model television receivers that a Chi- 
cago dealer would get from apartment dwellers 
And because large houses are scarce, there is 
not much demand for large consoles. We stock 
the smaller, more compact console models, and 
they sell fast.” 

Guy can tell you almost anything you want 
to know about the typical family in his trading 
area. The head of the family works in one of the 
big steel mills in the Calumet district. The 
family buys on time and makes payments 
promptly. The wife shops for appliances, but 
the husband has the final say on big-ticket items. 


Sells quality in quantity 

“The incomes are about average,”’ he says. “But 
when it comes to appliances and television sets. 
the best is none too good. I find that my pros- 
pects are more concerned with quality than 
with price.” 

This fact is borne out by Amick’s sales rec- 
ords. About 60 per cent of the refrigerators sold 
in the store in the first nine months of 1951 
were priced at $400 or more. 

When the store carried a line of refrigerators 
which were available with porcelain finish for 
$20 extra, Guy decided that porcelain would be 


advantageous to his customers. He told refrig- 
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erator prospects how porcelain would better 
withstand Hammond's factory smoke and sandy 
soil. Before long, the distributor reported that 
Amick’s led all outlets in the entire Chicago 
area in sales of the higher priced, porcelain; 
finished refrigerators. ; 

“Some time back, during a shortage,’ Guy 
said. ‘‘we took on four television sets of a lower- 
priced line to get faster delivery for customers. 
That was a mistake. One of the sets had to be 
replaced, and service on another cost us more 
than our profit to keep the customer happy. It 
proved again that we risk our reputation every 
time we take a chance on our merchandise. 


No discounts 

“We sell everything at list price because we feel 
that discount selling would ruin our business. 
Most important, it would force us to drop our 
policy of complete service on everything we sell. 
We talk in terms of 15 or more years of service 
when we sell appliances. Most people can see 
that the few dollars more it costs for our guar- 
antee of satisfaction is well worth the difference. 

“We sell a lot of discount-seekers too, when 
we show them that an appliance or TV set is no 
better than the service behind it. When you put 
the facts before them, they seldom want to 
gamble on important purchases for their homes.” 

Service at Amick’s is considered a selling tool 
rather than a profit maker. The store services 
only what it sells. “Here again, careful buying 
is important,” Guy says. “Good quality mer- 
chandise generally requires less service. Conse- 
quently, we can get along with only four service 
men—a small staff in relation to our volume 
of sales.” 

Since 1946, when Guy opened for business at 
his present location, he has been in partnership 
with his son, Allen Amick, and Sam Locasto. 
Sam and Guy first met in nearby Indiana Har- 
bor, where they were competitors in the same 
block. During the war years, they joined forces 
to plan the Hammond operation. 


Two generations of customers 


Sam credits much of the firm’s success to Guy's 
long-standing good reputation in the commu- 
nity and his ability to evaluate new merchan- 
dise for saleability. He points out that appli- 
ances Guy sold in the early 1930s are still 
“coming home to roost’—traded in on new 
models by old customers and their families who 
know they can depend on Guy for a square deal. 

\lthough the store carries a full line of appli- 
ances, refrigerators account for some 30 per cent 
of the sales volume, while television sets account 
for 40 to 50 per cent. In a good month, the store 
does $20,000 in TV sets alone. By specializing 
in TV and refrigerators, Guy maintains a steady 
volume the year around. When refrigerator 
sales are off, television goes into its peak season. 

Recently, Guy eliminated many traffic 
appliances from the store. Those that remain 
are neatly displayed in cases at the rear of the 
showroom. He explains the reason, ‘‘We decided 
we were devoting too much selling time to small 
items. With only three of us on the floor, it was 
too easy to let a $500 sale walk out of the store 
while we were busy selling $15 items. 

“We offer no home demonstrations and have 
no outside salesmen. Both are added expenses 
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“Selective Area ads are more productive than any we could afford to buy individually,” 


that take valuable time and man-hours. We 
don’t believe they can be justified in sales. Like 
trying to sell the wrong kind of merchandise, 
outside selling requires unnecessary effort. We 
feel that our advertising is a short-cut to the 
same result.” 

The bulk of Amick’s advertising is placed in 
newspapers. In addition to a schedule in the 
local newspaper, he co-operates with his sup- 
pliers and other dealers under the Selective 
Area advertising plan of the Chicago Tribune. 


Most productive ads 

Selective Area ads give him big-space, retail- 
store-Lype copy over his own name at costs well 
within his budget. The Chicago Sunday Tribune 
places the advertising before 63% of all the 
families living in his community. Guy’s store 
gets the full benefit of the advertising because, 
under the plan, the names of only one fifth of 
all the co-operating dealers appear in his ad. 
And these dealers are selected for location to 
avoid trading area conflicts. 

“The Selective Area plan fits in with our 
selling ideas,’ Guy says. “It employs the most 
productive kind of retail advertising techniques 
to build demand for our merchandise and, at 
the same time, directs our best prospects to our 
store. Our experience shows that the Tribune 
is read by a large majority of the people who 
trade with us. 

“Without question, our Selective Area ads 
are more productive than any we could afford 


says Guy (left), with partner Sam Locasto. 


to buy individually.” 


* * * 


VANUFACTURERS: Your advertising pro- 
duces sales with maximum effectiveness when it 
gels your dealer to follow through with special 
attention to your line at the point of sale. 

With the Selective Area plan, you give your 
dealer the kind of advertising he understands and 
prefers. He gives your line the special atlention 
you want because the advertising produces results 
he can see in his own store. He gets retail-store- 
type copy over his own name in Chicago’s No. 1 
hardlines medium, reaching the prospects best able 
lo trade with him. The cost is right for his budget. 
Yel the entire program is factory-controlled and 
agency-placed. 

Vore than $1,500,000 already has been invested 


in Selective Area advertising in the appliance 


field alone—powerful evidence that the plan meets 


the needs of manufacturers, dealers and distribu- 
tors. In Chicago and suburbs, far more than half 
of the appliance retailers have made the plan a 
part of their promotion programs. 

Under the Selective Area plan, your advertising 
builds important dealer support for your line 
while it builds consumer preference. Designed 


from the retailer's point of view, it can help you 


build the consumer franchise you want in the 
multi-billion dollar Chicago market. 

For complete information, ask your Chicago 
Tribune representative lo call. 


hicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago Tribune Representatives: 


Chicago New York Detroit 
A. W. Dreier E. P. Struhsacker W. E. Bates. 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg. 


MEMBER 


(Advertisement) 


1951 


San Francisco 
Fitzpatrick & Chamberlin, 
155 Montgomery St 


Los Angeles 
Fitzpatrick & Chamberlin, 
1127 Wilshire Blvd. 


FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC 
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= tsi — SEE WHY THE 
DU MONT “CHASSIS STORY” 


brings customers inside to 





Like Most good promotional ideas, this one is simple. It’s been a terrific success trom the 
start with Du Mont dealers from coast to coast. People are flocking in by dozens and scores— 
to look inside—to compare—to see why! The more they see of the Du Mont chassis— 
the more questions they ask—the more they want a Du Mont. They like seeing for themselves 
just why Du Mont always comes through with television’s finest performance. 


A chassis that can stand up to this test has to be good! 








This is a striking example of why a Du Mont dealership is the most 
coveted franchise in television today. If you haven’t taken advantage of 
this outstanding promotion, get in touch with your Du Mont 0 J 
distributor ... who has the package all wrapped up for you. 


When it’s time for a new tube — it’s time for a Du Mont Teletron* in any set 





*Trade Mark 


Allen B. Du Mont Laboratories, inc., Television Receiver Division, East Paterson, N. J., and the Du Mont Television Network, 515 Madison Avenue, New York 22, New York 
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There's Only One Dealer 
ike You in your community | 


There's Only One Genuine 
Deepfreeze Home Freezer! 


@ You're the fellow they mean when they say “progres- 


@ It can be made only by Deepfreeze Appliance Divi- 
sive dealer,” because your business has grown steadily 


sion, Motor Products Corporation. The famous name 


ever since you hung out your shingle. You are respected 
in your mieinsiian for your ability and service. 





@ You're "pr n-minded"—always have some sort 
of a cumaent going that keeps people talking and 
coming to your store. 


@ You're a square shooter who realizes that building 
good will is just as important as building your bank 
account. You have the reputation of advising your cus- 
tomers wisely in their selection of a purchase. 


@ You're the kind of fellow every manufacturer wants 
in his dealer organization. Sodo we, if youaren'talready! 


Deepfreeze is the registered trademark of that company. 


@ You know from experience that no other home freezer 
comes close to the genuine Deepfreeze Home Freezer 
in public acceptance and performance. And the new 
Deepfreeze models are even finer than ever! 


@ You also know that Deepfreeze has always been 
years ahead in convenience and sales features. The 
exclusive new "Menu-Maker” and “Handy Basket" (see 
below) are examples of Deepfreeze leadership. 


@ You've been planning to check upon the possibility 
of handling Deepfreeze Appliances—so why not do it 
now? See your Deepfreeze distributor or write us! 





























THE “MENU-MAKER” 


WEW! 


Four one-pint aluminum containers—red, 
bive, green, and gold—hold entire pre- 
cooked meal or left-overs. Freeze, heat, and 
serve in the same beavtiful containers. Ex- 
elusive with Deepfreeze. Extra convenience! 


WEW 
THE “HANDY BASKET” 


Double deck, side opening basket holds 
most-used frozen foods. Has hinged side 
for removing foods below without disturb- 
ing these above. Only Deepfreeze Home 
Freezers have it. More extra convenience! 


“SWEAT- PROOF” DESIGN 


Deepfreeze shell-type condenser eliminates 
condensation on cabinet exterior under any 
conditions of heat and humidity. No clean- 
ing necessary, as with conventional con- 
densers. No moving parts—it's quiet! 


CHotei only one Genwixe Meeptreeze Home Freezer 


© 1951 Deepfreeze Appliance Division, Motor Products Corp subject to chonge without notice. 


FARM AND HOME FREEZERS © REFRIGERATORS © ELECTRIC RANGES ‘* ELECTRIC WATER HEATERS 
All products of Deepfreeze, North Chicago, Illinois 
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Appliance buyers prefer 
a complete dealer 
financing package 


Reputation for integrity. Dealers everywhere like to know they can 
depend on financing as usual during times of plenty, times of 
peace, And 
know they can depend on CommeErciAL CREDIT service at all times. 
all of credit 
collection, insurance, adjustment and prospect follow-up. 


shortages . - war, prosperity or depression. they 


Customer financing includes details investigation, 


Wholesale Financing 
Fast Credit Approva 
Life Insurance Protectior 


Property Ir yrance Vrotectior 


Automatic Sales Follow-u 


ooo oeoc se 8 6 


SATISFIED 
CUSTOMERS 


Know Your Prospects. This interesting study contains facts about 
the Time Sales Market that can be valuable to you in the year 
ahead. Ask your distributor for a copy . . . or call your nearest 


COMMERCIAL CREDIT office. 


jaa — -_ 

Commercial Credit Creates Good Will. Dealers are able to cash in on the 
repeat business they get through CoMMERCIAL CREDIT financing. 
That’s why more dealers finance more home appliances through 
CommeErciAL Crepit than any other national financing plan. 


Customers Benefit from insurance Coverage. Property Insurance protects 
customers in event of loss of, or damage to, merchandise as outlined 
in policy. Life Insurance coverage cancels unpaid balance in event 
of purchaser's death. 


MOST APPLIANCE BUYERS are time buyers. They not only 
want credit and expect credit .. . but they need it . . . many 
can’t buy without it. COMMERCIAL CREDIT is nationally 
known and highly regarded by millions of time buyers who 
have already financed home appliances, automobiles, etc. 
When you offer the COMMERCIAL CREDIT PLAN, you offer 
‘brand name” financing that is preferred by customers . 
and dealers too. 


COMMERCIAL CREDIT offers dealers a complete financing 
package from wholesale plan down to the smallest 
details of retail financing. Dealers control the financing of 
their stock from distributor to consumer. . . 
reliable source . . 


deal with one 
eliminate the necessity of tying up needed 
capital in inventories or instalment sales. Ask your distributor 
about this plan or call your nearest COMMERCIAL CREDIT 
office for complete details. 


COMMERCIAL CREDIT 
CORPORATION 


A subsidiary of Commercial Credit Company, Baltimore 
... Capital and Surplus over $100,000,000 ... offices 
in principal cities of the United States and Canada. 


DECEMBER, 
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Your name out front rings the cash register inside! YOU CAN GET Wi/4 
OF THESE NOW! 





— No. 2,505,673 


“E00” otrical Anpliancea 
) G.H O OC E S 
DAY AND NIGHT “ : 
DEALER IDENTIFICATION 











WITH THESE SIGNS 


To get full sales value from a brand name you need day and night 
identification . . . continuous circulation that says: “Here’s where 
to buy it!” A good, advertised brand name, in lights out in front, 
adds the sales created by the manufacturer’s promotion to your 
regular volume. 


400 advertised BRAND NAMES 
than identify dealers with 
Plastilux “500” signs 


More Plastilux “500” signs are being erected today than those of 


Oa eieg r iephe stme Swen 


any other make. They light up with 500 lumens per square foot. No 
shadows mar them in sunlight; every word, design and color as 


ong 


legible at night as by day. No other sign can be operated at such 
low cost. That’s why manufacturers and dealers prefer this patented 


sign that’s worry-free and ties in directly with all other advertising. 


DEALERS WANT TROUBLE-FREE SIGNS : 
Dealers do not want signs that require expensive service calls; y 
they prefer Plastilux signs that end maintenance cost 4 ways: CROSLEY 


LOW VOLTAGE— 5. LOW-COST OPERATION— 
Won't “short” out. Operate on only 200 volts 
instead of 12,000 to 15,000 volts for neon. 
Entire electrical lighting system is enclosed, 
not exposed to rain, snow, sleet and other 
elements, assuring trouble-free operation. 


STANDARD LAMPS— 4. EASY TO CLEAN— 
Standard slimline lamps, easily changed by No expert service required. Simply wipe off 
anyone, sold at most electrical dealers. Sim- sign face with a damp rag; no delicate out- 
ply stide back face and replace. side plumbing to break or interfere. 


e 


Consume only half the current of neon. No 
expensive automatic switch needed—keep 
sign on full 24 hours for about 2c. 


ther Is nly nm Please tell us more about SIGNvertising and 
send your FREE “History” of signs without ob- 


1 

| 

| ; 

14 rf ligation. 

500 | 
~ - 

| 

| 

| 


MANUFACTURERS: You, too, can have the NAMI 


yeor-after-year benefit of these signs at made only by 


@ one-time cost. ASK FOR OUR NEON PRODUCTS, INC. 


ADDRESS 


CITY & STATE 
The world’s largest manufacturer 
SERVICE of illuminated signs 


IN CANADA—Tek Plastics, Ltd., Toronto 601 * EON AVE., LIMA, 0. 
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(1). September 25, 1513, a new ocean 


was discovered, and Balboa named it “The Great 


South Sea.” Later, Magellan sailed upon it and, 
meeting with mild weather, called it “The Pacific.’ 
Followed others, making use of the new highway 
that had been opened 

History continually repeats. Show the way to 
something of outstanding merit, and many are eager 


to put the new discovery to use 


Take the important matter of modern oven tem- 


perature controls: Wilcolator showed the way. By 


designing and producing the first liquid expansion 
type oven control, Wilcolator provided a precision 


instrument that could save the range industry 


millions of dollars in lowered thermostat costs and 


simplified design 


precision cooking 


at a touch 


SHOW THE WA 
—and Others Follow 


To make this revolutionary improvement avail- 
abie to all range manufacturers, Wilcolater arranged 
with all other makers of oven heat controls to use 
the basic Wilcolator operational feature in their 
products. Result: Today this control is standard 
throughout the range industry—over 30,000,000 
“descendants” of the Wilcolator liquid expansion 
type oven heat control have gone into service. 

When you remember that Wilcolater has never 
ceased to research and develop every possibility 
for improvement, you obtain an idea of the unparal- 
leled experience and specialized knowledge back of 
every Wilcolator control produced. 

Yes, we can say with utmost confidence that 
Wilcolator affords quality and economy which have 
no equal. First in the class, Wilcolator is still first 
Specify Wilcolator, and you specify the best. 


The Wilcolator Company 


ELIZABETH, NEW JERSEY 


of the finger tips! 
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look or 


wae | 
washers ! ARF 


“Centric” Agitation is a spectacular improvement over the 
standard agitator. It makes possible the world’s first and only 
“shampoo” action. Washing begins like a shampoo, with a 


g beg . ae * 99 #5 ae . 
little water and the full amount of soap (or detergent). The ... With exclusive “Centric Agitation that gives you 
result is an instant, rich, creamy “lather” that quickly loosens unbelievably efficient washing ~ rinsing S drying action ! 
the dirt, before the main washing action with full water supply 
gets under way. Turbulent, soapy suds are then forced through 
every stitch of clothing, from daintiest fabrics to dirtiest work or 
play clothes. Sets an entirely new standard in home washing. 


REG. U.S, PAT. OFF, 


OAS: RABE RI A Be. f your 
the ONLY washer that” ® for name 
"SD, gee lds ed 
"SHAMPOOS ‘the CLOTHES ABe dealer, Ae al 


fora 


m, CLEANER, WHITER WASH peti of of, phone book 


CLEANER WASHINGS je BETTER RINSINGS ‘“SPIN-AIRE” DRYING 


ABC’s exclusive, patented agitator, with its big, , : i > Three wonderful fresh- ABC-O-MATIC’s new 
pliant rubber fins, docs not spin or oscillate. It ' | water rinsings! First, a y : “Spin-Aire” drying —a 
moves outward and inward, with a smooth, con- } 7 paw 4 combined Spray and A unique combination of 

i Deep Power rinse loos- , ¢ air and centrifugal force 


. ; ; i : tes. a ens all dirt from the \ —removes all free water 
No twisting, whirling, straining, or “balling” of : = i: aa clothes. Then, a Flush- from the clothes.. 


clothes. Each piece gets the same thorough wash- ’ Yer Se Away rinse ‘lifts the rer : ey" damp-dries them soft, 

. . “Cc - . . PY wri 

ing action. “Centric” Agitation gently flexes the : dirt and scum to top of uffy, wrinkle-free, without matting or tan- 
, tub, and floats it away. gling. This is not ordinary, violent spin-drying. 

ot 1 Finally, a Splash-Away Power rinse forces out ABC-O-MATIC’s active air-flow makes that 

of fabric... for whiter, brighter, cleaner washing. every last vestige of soapy suds. strain unnecessary. 


AB (Malic. gives you EXTRA value in these EXTRA features: 


¢ pow" yeLize 
no BoLTIN TROL omaric LE 
gimpLe DIAL — “ privE aur ET 
LE 


tinuous, pulsating action... 300 times a minute. 


clothes...giving the rich suds a chance at every bit 











Clnevi Gad 


ARL TomATIC EAs! wae 
- wo o1Ling Of OF 9 sTOOPING 


ALTORFER BROS. COMPANY, PEORIA, ILLINOIS roaos From TOP—M 
As Advertised in LIFE, THE SATURDAY EVENING POST, BETTER HOMES & GARDENS, and SUNSET 
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DOZENS OF NEW WAYS AND PLACES TO ENJOY NEW "TAKE ALONG" TV 


EXTRA SET for large families VACATIONS won't mean giving CLASSROOM enjoyment of CLUBS will enjoy special TV 
or to enjoy in rumpus room, up TV because this one can be special programs of historical shows at meetings or parties, 
dining room, nursery or den. taken along just like luggagel or national interest. members need not miss TV. 


EVERY IMPORTANT FEATURE BUILDS SALES! 


EXCLUSIVE GLARE-GUARD anti-reflection screen and SUPER-POWER “FRINGE” PICKUP for good reception in 
reflection-proof tube eliminate up to 98% of light both local and distant “difficult” signal areas where 
reflection interference. many other TV sets fail to perform or offer faulty 
ALL-CHANNEL UHF TUNING needs no future changes or —— 


additions for complete continuous tuning of both “GOLDEN VOICE” TONE naturally rich .. . in perfect 
VHE and UHF channels. pitch and clarity at all times. 
INSTANT “TARGET” TUNING automatically synchronizes 


LONG-RANGE DEPENDABILITY for better performance 
both picture and sound exactly with a single control. 


throughout the years .. . 


PLUS 3 NEW 
SMARTLY STYLED 
Motorola TV sets 


E 
DDITION TO A FULL LIN 
™_ OF 1952 MODELS 


Styled like a console in $ 95° 
TH\\ 1 rich masegne? = 
JI | | | | Z| iant 20 inch pictures, 
= en) Glare-Guard, instant 
i) 7 = tuning, Bilt-in- Umed Ook 
an = : : Antenna. $299.95 
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NOW! FIRSK BIG SCREEW 
PORTABLE (UV! ge 


Ue 
wrA 


/ 


14 INCH PICTURE\,  4(/arss: 


GIFT SALES! 
SUPER-POWER PERFORMANCE 


Here’s a set that will actually 
walk right out with the 
customer! Compact as a 
piece of luggage and 
covered with good-looking 
California Tan Leatherette, 
this portable TV is real 

sales excitement! 

All the famous Motorola TV 
features that customers 
know they can depend on 
for the finest in TV 
viewing and performance: 
Electro-Lock Focus, 
Filter-Clear picture circuits, 
instant tuning, and plug-in 
“Golden 


amen. 7 gs 
MODEL 14P1 
| 


\ 




















MODEL 20K6 
20 Inch screen 
console in fine - 


Bilt-in-Anten- 


MODEL 17F11 : : 
post snation! Big 
Thrilling 3-way combination 95 

17 inch TV ..- Multi-Play phono $ 
aclude Federal Tax. Some prices plays 78, 45, 33-1/3 i 


slightly Monee ‘South ane West. Prices and specifications “Golden Voice” AM radio. 


subject to change without notice. De luxe Mahogany cabinet. 


pas 


yy 
AT YOUR DISTRIBUTORS NOW! ..), otorola x V 
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NEW PROFITS = {| benoix | 


with this E 


READY-MADE ms 


| Gpex | 


-and Growing Face 


calgon MARKET 








j chine 
Al these washing ma é 
manutactures recommend! sal 
to help create a Bigger-t a 
Calgon market tor you, 


Naturally these manufacturers endorse only products that let their machines 
do the very best possible job of laundering clothes. 
That's why they approve Calgon—because it works wonders with laundry. 
Calgon helps keep washing machine owners well satisfied. It does away with 
ugly grey washing film both in their clothes and in their washers. Clothes 
washed with Calgon, in both automatic and regular washing machines, come 
out brighter and really clean. 
Calgon even takes out washing film left from previous washings when Calgon 
wasn't used. It keeps machines clean. 
WITH ALL THESE LEADERS BEHIND CALGON, THERE’S 
BOUND TO BE A CONSISTENT, BIG DEMAND FOR IT. 
That's where your EXTRA SALES are coming from! 


' « 
MAKES WATER SOFTER THAN RAIN | ( tl . ’ 
sips Soup to Cleanse © Helps Water to Rinee 





Every owner of one of these machines is a potential 
customer for Calgon. It’s to your advantage to have it 


when these customers come in. Y / f vl — 
Calgon brings in added profits . . . steady profits! / YE : My One {linule 


—because once a woman uses Calgon, she’s sold on it, 


buys it repeatedly. . | 1 . 
er STOCK CALGON on . 


DISPLAY CALGON VE siscuscon 
PROFIT WITH CALGON y een One 


\ i/ —_ a 

Textile manufacturers, too, recommend Calgon ‘ \\ \ 
in their washing instructions. ‘ X ih 

° . Mover CA \ 

Write for literature. LGON. INC. en 


Datintee 





a 


*T.M. Reg. U.S. Pat. Off. 


CALGON, INC., Hagan Building, Pittsburgh 30, Pennsylvania 
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4,000,000 

PICTURE TUBE 

REPLACEMENTS 
COMING! 








PAS Get YOUR Share! 


MOST HYTRON TOOLS 
AVAILABLE AGAIN! 





Over 4,000,000 TV sets are now over two years old. Just as electric- 
light bulbs dim with age, the picture tubes in these sets are failing. 


Materials shortages are tough. But most of the Hytron tools A tremendously profitable replacement market (conversions too) 
are available now. Only the 7-Pin and 9-Pin Straighteners will 


be scarce. Aluminum and stainless steel are tight . . . and we is now yours for the selling. And you have lots to sell when you sell 
won't give you an inferior tool. CBS-Hytron picture tubes: The original s/udio-matched rectangular 
— made in the world’s most modern picture-tube plant. 


A word to the wise: order now while these famous tools are 


available. Put ther or ry They'll save v . ‘ ‘ . 
eee een: Ro WFR FOF YOU. TRY Rh Save your tem You get better than new’ set performance with greatly improved 
. temper . . . dollars. Order today from your Hytron jobber. 


tubes. A new black face for better contrast. Convenience of the 
Hytron Easy Budget Plan. And a generous six-months-from-date- 
of-sale guarantee. A guarantee you can depend on . . . because it is 
backed by CBS-Hytron. 


be pick-up STICK J] HYTRON TUBES 


Pick-Up Stick, 5¢ net 








< _ 
Probing Tweezers, 35¢ net 





Tube Puller, Go after your share of this tempting business now! Remember: de- 
75¢ net mand for TV picture and receiving tubes is expected to exceed sup- 
ply. Military requirements and serious materials shortages are the 
reason. Tubes in your stock will be better than gold. Don’t over- 

7-Pin ond 9-Pin buy, but buy enough. CBS-Hytron will do its utmost to help you. 


Straighteners, 
Soldering Aid, 49¢ net 55¢ ea. net 





Tube Tapper, 5¢ net 


STRICT TTT 


-%< ca 
= ——— 


Auto Radio Tool, 


24¢ net 


on 


Tube Lifter, 15¢ net 


MAIN OFFICE: SALEM, MASSACHUSETTS 
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C 
“W's easy '° sell ELE 


What Mr. Hood says is right. 
So put yourself in the customer's place and remember three very important things: 


Customers always like a demonstration. So install a 
“live” range on the showroom floor. After that, it 
just comes naturally. You operate the switches, and 
the prospect actually sees how fast the elements heat 
up, she can touch the oven and feel how cool it is 
outside when it's baking temperature inside 


There's really only one best way to sell Electric Ranges. Like 
any other good product, they help sell themselves if you give 
them half a chance. So it always pays to remember these three 


points 


A. Demonstrate in the showroom 


B. Use in your own home 


C. Follow up in the customer’s home after the 


sale is made 


... of course, it’s ELECTRIC! 


ADMIRAL - 
HOTPOINT 


COOLERATOR - 
KELVINATOR 


PAGE 30 


CROSLEY - 
MONARCH - 


Women want practical information about an Electric 
Range—things you can’t really find out until you use 
the range itself. The answer to that is to get one in 
your own home, and let your own homemaker show 
you what she can do with it. In about a week, chances 
are she'll give you so many selling ideas, you'll feel 
like putting her on the sales force! 


An enthusiastic Electric Range user can be your best 
friend in making another sale. Never drop a sale after 
delivery is made. Always call back once or twice, and 
bring your home service worker along if you can. 
Demonstrate the range again, right in the customer's 
own home. 


CASH IN ON THE TREND 





= 


| 
——— 


— 


ELECTRIC RANGE SECTION 


National Electrical Manufacturers Association + 155 East 44th Street, New York 17, N. Y. 


DEEPFREEZE - 


NORGE PHILCO 


DECEMBER, 


Sol/Eectic Ranges 


American families purchased 1,800,000 Electric Ranges last year! 


FRIGIDAIRE 


saiea™ 





+ GENERAL ELECTRIC - 
UNIVERSAL - 


GIBSON 
WESTINGHOUSE 
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The Line That 
Stays Sold! 





... big features that give 
you a big sales advantage! 


Yes...the WHIRLPOOL Automatic Washer is power- 
packed with powerful sales points you can talk about, 
demonstrate and sell easily. No other washer has so many 
desirable and most-wanted features! 

Suds-Miser lets the housewife re-use the same hot sudsy 
water for a full family wash. The hot water and suds do 
not go down the drain after each wash load as with ordinary 
automatic washers. Result? Big savings in soap and water 
heating costs! 

Then, the Seven Rinses assure extra clean clothes. Four 
power spray rinses, one agitated deep rinse followed by two 
more spray rinses chase all dirt away. Remember . . . rinsing 
is just as important as washing to get clothes really clean. 

And there are many other exclusive features which add 
up to unmatched performance... the kind of performance , 
that sells and keeps customers sold. That's the big reason 
why future-wise dealers and distributors are saying, “I’m 
staying with WHIRLPOOL!” 


WHIRLPOOL CORPORATION 


For Over 50 Years Manufacturers of the World’s Finest Home Laundry Equipment 


ST. JOSEPH, MICHIGAN, U.S.A. 
IN CANADA: John Inglis, Ltd., Toronto, Ontario 


America’s First Family of Home Laundering 
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it Starts like this #2 .9* arin 


_ with a woman MUM} calling on a friend. The friend is busy . Be washing dishes. 
7 SS 
©. %, ia 
The woman is sympathetic but superior. ® x: _ She raves about her KitchenAid Automatic Home 
a oe 3 , $4 
<P . IES Re ~ 
Dishwasher. Skeptical, but interested, the friend puts the bee G* f y ) on her husband. 
a 7) { 


» 


| 


‘2 the woman's house to see this marvel. As a matter of fact, almost half of all 
a 
\ Listas 
*\ * ‘ 


Wet q 
KitchenAid users eS Vs one in operation before purchasing (our user cards prove it!) 


f 
They see oa | the front-opening door and independently sliding racks... the exclusive Hobart 


° x 
revolving wash arm \ 


3 2 clean dishes . . . the plate warmer feature. The bee gets to be a great big bee 


hb Y Y 4 
‘ay 
and hubby (who not only dislikes bees but doing the dishes, too) ‘ 


gives up. They visit 


their dealer aq, | who finds many pre-sold on KitchenAid. His sales job is simplified 


—Y, 
a demonstration and they're ready to sign the order. j 7 The dealer not only gets an order.. . 


o ~a 


Py a * 
.. . he gets another salesman. hgh The “busy bees" 4 ». grow and grow . 


29 


more women }* tell their friends more husbands agree and spread the news. 


So the moral is Sss—> performance proves product superiority and every KitchenAid sale 


makes another salesman for you. OR . . . with KitchenAid, “the finest made," plan on the “busy bees” 


KitchenAid Home Dishwasher Division 
of The Hobart Manufacturing Co., Troy, Ohio. 


itch 1d 
Kitc enid 


The Finest Made... by 


World's Largest Manufacturer of Food and Kitchen Machines 
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The value leaders in 


ADMIRAL MONTGOMERY SYLVANIA ESQUIRE 


WESTINGHOUSE SPIEGEL CONTINENTAL 


A> hy ata Xe 


| 


\ 


WESTERN AUTO PHILHARMONIC 


SESSIONS TIM 


Because Sessions Timers are lower-priced than other dependable makes, 


AMBASSADOR 


a growing number of clock-radio manufacturers are offering buyers a 
better value for their money. 


e 
Make any comparison. See for yourself the price-value superiority of 


Sessions-equipped clock-radios. In today’s more competitive market, SWITCH TIMERS 
this important talking point is your greatest assurance of successful sales. 

Add the quieter operation, unbeatable accuracy, and attractive styling of 

Sessions Timers, and you have a total number of important features 


unmatched by any other clock-radio timer. The Sessions Clock Company, 
Timer Division, Dept. 1112, Forestville, Conn. 
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¢ [rl announces important 


advertising plans for its new associate... 


\ Coolerator 


Chg HOW 


In December, International Telephone 
and Telegraph Corporation is launching 
its powerful advertising program on be- 
half of its new associate, the long-estab- 
lished Coolerator Company. This is only 


ls the 
the beginning and only one phase of what Sete of Cg 
the association of these two organizations 

can mean in the appliance field. 


Now 


world-wide 


behind Coolerator are all the 


resources, the financial 
strength, the extensive research and man- 
IT&T. Further 


plans for Coolerator include a new and 


ufacturing facilities of 


even finer line of refrigerators, ranges and 
freezers for 1952... plant expansion and 
modernization . . . increased promotion 
and merchandising activities. The Cool- 
erator dealer franchise is now more valu- 
able than ever. 

For full details on Coolerator appli- 
ances, see your local Coolerator distribu- 
tor or write to The Coolerator Company, 


Duluth 1, Minn. Ask about a franchise. 


First advertisement in a program to appear 
in December in these magazines with a total 
circulation of 24,862,872. 


Full color in 
Saturday Evening Post—Dec. 1 
Ladies’ Home Journal 
Good Housekeeping Better Homes & Gardens 
McCall’s Farm Journal 


Black & White in 


Time—Dec.3 Newsweek—Dec. 10 
U. S. News & World Report—Dec. 14 


i TF ‘NewswW 


INTERNATIONAL TELEPHONE AND TELEGRAPH CORPORATION ' 
67 Broad Street, New York, N. Y. 
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BACK FENCE APPROVAL of wringer washers, passed from neighbor to neighbor for many years, is one of the strongest reasons for a continuing good market 


They Want Wringer Washers 


JULIUS STAR of Battle Creek takes advan- 


tage of high acceptance, need for replacement, lower 


cost, and local conditions to sell wringer washers 


By TOM F. BLACKBURN 


ple climb the hill in they do not give it up very readily,” 

k (pop. 48,469) to declares Mr. Star. “For 30 years fami- 

ind Auto lies about Battle Creek have had 

they wringer ma ies in their homes. To- 

l issume that the town is 

Ilv 100 cent saturated except 

bride ‘ I-groom business We 

know that because of the recent war 

many machines are much older than 

usual. We think the average husband 

anding outlets has been tinkering with the old ma- 

r washers is possil bly Mr. chine to keep it running and has come 
Star’s unde rst “al ng of human nature. to the place where he cannot justify 


“When people use and like som 1 lot of expense for rebuilding jobs, MANY OLD WASHERS are still in use in Battle Creek homes, 


and when the 


thing and it has give itisfaction. (Continued on next page) husband's tinkering no longer keeps them running the family becomes a prospect 
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WRINGER WASHERS 





continued) 





ATTRACTED by a Julius Star ad, a Battle Creek house- y] IN THE STORE she sees that the terms offered in the 


wife checks the sugar bowl for weekly: payment funds paper are backed up by in-store advertising 


JULIUS STAR HAS A 


ADVANTAGES of plastic agitator (light weight, snug DURABILITY of wringer rolls is demonstrated with old, 
no tangles) help in demonstrating post-war washers but effective trick of putting a heavy chain between them. 


JULIUS STAR 


Creek Home 
KNOW what 


washer 


marked to me.” 


ospect Walks 
seen two or 
idewalk and 


you can 


, 
your sink 
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x 
STEP UP BEGINS when salesman Lewis Winks lets her see for herself that 


emptying water from the pump-less, low-end machine has certain disadvantages 


SALES TECHNIQUE 


HANDY PLUG-IN STRIP gives Winks an opportunity to show her the machine 
in action and to demonstrate the features of operation. 


oe 


i 


H 


OS _ ELECTRO MASTER RANGES 


veekly payments. 
Winks finds this sent 
good closer: “If vou’re 
5 LI) 
would 


week or 


isonabie, 


ry dav 


unt 
payment. l 


nines are 
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enough 


and feels with the un 


s perfectly lays we will tak kK old ma 


PUMP MODEL, he explains, compensates for the lack of cellar drains in many 
Battle Creek homes by draining directly into kitchen sink. 


TIE-IN SALE effort is made by Winks as he demonstrated a wringer-post 
ironer, knowing that if she buys it she will soon trade it for a regular one 





chine and apply all that ha 
payments 1 i ith mn a new sale,” said Mr. Sta 
, Carlton Allwardt is head 
One of the things that sell S 


budget 


ers is the fact that free servic 

a year with the 

he says Julius Star is one of 

passing figures of the appliance busines 

mployment ng escaped from the Polish 

food factories, 1919, walked across 
is to. his way by boat to Spain, then to 
down the Mexico, and eventually joined h 
uncle who had a tire business in Battk 
ments must Creek. Until he learned the languas 
fi hold budget he worked changing tires, and if there 
“We have | 1 fc ond-hand were such a thing as Horatio Alger 
iwards, he could be considered a wit 


husband's 


ipplication 


be small 


and : f them 
QW ner because he has built his busines 
from nothing, starting in 1937 End 


ishers, 





LOW PRICES of 


ease jot f salesme 


made possible by size of store 


manager Louis Siegel 


used refrigerators operation 


PRICE ADS like this in the hands of K & S partner Simon Kaset are important 
factor in getting prospects for both new and used appliances 


Because of a 90% refrigerator saturation, 
dealers in Memphis, Tenn., have to do a good 
job in both handling trade-ins and selling used 
appliances just to stay alive. K & S does better 
than that—a $112-million volume—through 
come-on ads, streamlined service, bargain 
prices, and quick resale 


Treasure In Trade-Ins 


WINDHAM ituration in refrigerators and new 
buyers are definitely limited. So, the 
partners set up a used merchandise 


iS a permanent part ot 


reanization 


Big Trade-in Business 
formula, K & 


" , , 1 , 
it milion-an ialf dollars worth 


ippliances annually, and 80 percent 


S Involve 


and instill the thought that perhaps 
here is the way to solve his appliance 
problems as economically as possible 

There are psychological angles to 
ice experts, and utilizes five separate the ads, too. For example, on used 
inform the reader 


\lthough only five years old, the firm 
is one of Frigidaire’s top outlets in 
the mid-South. It employs about 30 
salesmen, 15 reconditioning and serv- 
as display re warehouses tenis the ad will 
shops. With K & S, the “only 14 


handling of customers in the replace- erator’ are on sale, 


buildings 


crate-damaged refrig 
or that “only 11 
this: demonstrator refrigerators” are avail- 
suggesting to the reader that he’d 
order. 


ind work that 


] 


ent field 
secure the sell them, service them — able, 


runs something like 


then better hurry to get in his 
Checking closely on the results of such 
ads, Kaset finds that each ad will draw 
potential cus average of 150 additional sales and, 
ind the i a particularly well 
accounted for 


ind satisfy 
How K & S Gets Customers 


of the 
be aroused desire 
buy instilled 


Mr. Kaset. In most 


which the 


Instance, 


in him, according to executed display more 


than 250 additional sales 


One 


of the full page ads 
unusually effective 
Kaset was termed “the 
customer protection plan”. It told the 
potential buyer that “if you make small 
| on any appliance at the time 


payment”, or “get a tree lep 


company runs at regular 
Memphis dailies are 
phrases as “biggest trades in 


SK 


promotion 


intervals in such originated by 
town” 
“one dollar delivers and is your 


full down 


sits 
10-day home trial”, or “it’s easy to owt you sign the special agreement you 
f you use the K & S plan”. Such are automatically against 
in blazing black letters, ar¢ iny increase in the price of the appli 


lesigned to hit the reader immediately ince you select also when you 


protected 


purases, 


DECEMBER, 1951—ELECTRICAL MERCHANDISING 





LOW DOWN PAYMENT, $1, is possible despite Regulation W because used 
appliances sell for less than $50, helps in maintaining used appliance volume 











THOROUGH RECONDITIONING is backbone of K & S success with used appliance 


sales 


sign the agreement you are assured 


f delivery of your appliance no matter 


‘ 
how 


scarce merchandise may become 
. when you have made sufficient 
deposits for a down payment, your 
appliance is delivered and you have 65 
weeks to pay the balance In the 
reason, you cannot 
plan, your deposits will 


refunded.” 


How K & S Sells Them 


event that, tor any 
complete the 


be c 


mple te ly 


“The bargain angle is always good.” 
Kaset “We like to offer the 
used refrigerator or washer which is 


priced at $49.95 and on which we can 


Ssavs 


ELECTRICAL 


MERCHANDISING—DECEMBER, 


High saturation of refrigerators means that firm must rely on trade-ins 


tell the customer that one dollar de- 
livers the appliance and is his full 
down payment. He is shown that new 
parts have been supplied, every needed 
repair made, including repainting, and 
that each appliance is backed by a full 
written guarantee. If he buys the 
ippliance and at any time within 90 
days is not fully satisfied he may get 
t refund on his payment, less normal 
lepreciation for use, or he will be 
allowed the full price paid on a brand 
new Frigidaire refrigerator or washer. 
He can’t lose, can he?” 

Even with an emphasis on bargain 
ffers and special inducements, how- 


1951 


SALES CLINCHER is the warranty provided with every used appliance. 
explains that the appliance may be returned within 90 days for a 


Siegel 
refund. 


LARGE NEGRO population of Memphis is not overlooked in K & S sales plans. 
Oscar Jones (left) specializes in selling Negroes, has been in field for 18 years 


ever, the K & S salesman remains the 
big gun in the company’s sales attack. 
Of the sales force of 30, seven are 
Memphis housewives, all middle-aged 
with families. They are specially 
trained by Kaset and Sheinberg in 
selling appliances to their neighbors 
and the 
ing a 
selling. 

Nor have the K & S owners over- 
looked the great Negro market in the 
Memphis area. One of their star 
salesmen is a Negro who knows the 
colored section well and who has be 
come a top volume producer by spe- 


idea shows promise of becom- 
real innovation in appliance 


cializing in selling members of his 
The firm occasionally holds 
cooking schools or appliance demon- 
stration forums for Negro clubs, 
church groups and other organizations. 


race. 


How K &S Serves Its Customers 

Every installation, service or repair 
job undertaken by the company is 
backed up with a guarantee on work- 
manship. As Kaset points out, ap- 
proximately one of every five Memphis 
families have bought appliances from 
the store, and this clientele of cus- 
tomers composes the field from which 

(Continued at bottom of page 64) 
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PROSPECTS LOOK... 


“THEY ARE SURE ¢ e a freeze ) y jewalk in fron re store,’’ claim the owners of sign-less Mason Home MOST PROSPECTS ore acjuired when 


Appliance 1 new firm in yson, Mi ve display ften bring em into the store they come into the store to | ata 


HITCHING FREEZER SALES 


. . . BUT BUYERS ARE MADE AT HOME 


aN we 
PBean: 


hie FARMER prospect doesn’t even know they have a freezer with them as they 


k farming, weather—and freezing—in his living room 
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freezer, but co-owner Glen Jacobs knows that the odds are against a sale. How- 
aratory talk may pave the way 


ever me prep 


PROSPECTS TALK 


Mason Home Appliances has been in business six 
months and in considerably less than that owners 
Jacobs and Cady have learned that nothing sells 
freezers like taking them right up to the front 


uoor of prospects’ homes 


By FRANK A. MUTH 


MAN doesn’t need to be from 
A Missouri to want to be shown. 

At least, that’s what Mason 
Home Appliances, 120 West Maple 
St., Mason, Mich. (pop. 3506) is 
proving in selling food freezers. 

“I think that by using our trailer 
and taking the freezer right out to 
the prospect’s home we have solved 
our freezer sales problems,” Glen 
Jacobs declares. 

“When you go right to the home 
you have a better chance to find both 
the husband and wife in and can talk 
to both of them at the same time. It 
isn’t necessary to tell the story to one 
of them at the store, then repeat it 
all when the spouse is brought in. 

“Psychologically, it is better,” 
Jacobs stresses. “First of all, we are 
on their own home ground. They are 
more relaxed, and there isn’t that 
stiffness we've experienced at the 
store. . . . They are more at home 
when sitting comfortably in a favorite 
chair and, most of all, it is easier to 
tell our sales story, because there won’t 
be the endless interruptions such as we 
have at the store. Too, we can spend 
more time with the prospect in his 
own home.” 


Jacobs started his successful selling 
technique in July when he loaded a 
freezer into his trailer and headed for 
the Holt County Fair where the young 
appliance firm was to have a booth. 

Shortly before the fair (about three 
weeks after the firm opened for busi- 
ness on June Ist), the store, with its 
Revco distributor, Major Appliances, 
Inc., Lansing, Mich., organized a 
freezer school. From that school a 
number of prospects had been ob- 
tained, but several of them hadn't 
called back at the store. Since he 
was preparing to drive to Holt, Mich. 
(seven miles away) Jacobs decided to 
drive by one prospect's farm. 

Selling the freezer after only a few 
short minutes at the prospect’s home § 
seemed surprisingly easy. Jacobs went 
back to the store for another freezer 
to display in his fair booth, but by the? 
time he was again enroute to Holt he? 
remembered another “hot” prospect} 
and thought he'd give him a whirl : 


Two Days Late 


After he had succeeded in selling 
another freezer, Jacobs gave up all pre@ 
tense of going to the fair both on that) 


to a TRAILER 


(Continued on page 54) : 


INSPECTION of the freezer in his own yard is offered to the prospect after he 


PROSPECT becomes a buyer after he and wife are sold on use value. Actual 
presence of freezer, immediate installation, makes buying decision easy 


ha } r uitably 


warmed up. Crate has psychological sales value 
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SHORT TOWER, less than 20 feet high and mounted between hills, picks up TV 
signals from Seattle station, 123 miles away, for L. E. Parsons, who originated 
the community-ontenna, coaxial-cable set-up 


EVEN SMALLER TOWERS were originally used by Parsons to serve smaller groups 
of subscribers, but now one main antenna does the job. 


THROUGH A NEW KIND OF SYSTEM 


A Deep Fringe Area 


Deep in the rugged Washington hills L. £. Parsons’ stubby 


HAT amplification of ‘TV sig 
nals may extend the fringe area 
ot reception to many points now 
regarded as blind spots is suggested 
by the experience of Astoria, Ore., 
which enjoys excellent I'V reception 
of programs originating in Seattle, 125 
uir miles away. ‘The svstem is a com 
munity-antenna, 
originated and 
L. EF. Parsons irsons is owner and 
operator of a retail radio and appli 
ince store in Astoria, radio 
saler and manufacturer, operator of a 
local radio station and installer of high 
frequency equipment on the salmon 
fishing fleet operating out of Astoria 
Ihe operation is not exactly similar 
to the community-antenna systems of 
the East Coast and Middle West, 
where an extremely high antenna is 
used to catch distant air borne signals 
Parsons uses a dipole set-up, not morc 
than 20 feet in height. 


vaxial-cable set-up, 


} 


¢ 
put into operation by 
P 


wholc 


Field Set Locates Signal 


He became interested in trying to 
find usable TV signals in Astoria at 
the time Sceattle’s television station 
KING went on the air in 1948. At 
first his efforts were without success, 
but’ at length he developed an ex 
tremely sensitive field strength test 
set which gave a faint response in cer 
tain signal areas. This he was able to 
amplify to values usable in commer 
cial TV receivers. 

Best reception was not at high spots 
In fact the hilltop on which his radio 
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station is located gave no signal at all. 
Signal arcas were located by driving 
iround town, with the field set in his 
car. Response of the needle showed 
such arcas to be about 200 feet in 
vidth, generally in bands extending 
in irregular somewhat _ like 
Maximum reception is gener 

feet to 20 fect 
ibove the ground. A dipole unit with 
200 ft. of cable is used to explore the 
eception area both vertically and hori 
zontally. Using a strong signal finger 
traced by the test set, a special antenna 
s then erected and oriented, designed 
o take advantage of the 3-20 ft. maxi 
num reception band. 


lines, 
fingers 


ily found from threc 


l 
+ 
t 
1 


Amplifiers at Intervals 


rhe signal from this antenna is fed 
by coaxial cable to a simple three-tube 
amplifier and thence by coaxial cabk 
to the homes of subscribers. A 50 
watt amplifier is required every 500 
to 1,000 ft. to overcome signal attenu 
ation in the cable. Power at the stand 
and 110 volt, 60-cycle level to operate 
the amplifiers is supplied over the 
same cable. In this area only the one 
Seattle signal is available, but if other 
stations were in operation, multi- 
channel amplifiers would be used to 
give subscribers a choice of stations. 

Customers purchase their own TV 
sets, many of them from Parsons’ store. 
Originally the system called for actual 
ownership of all equipment by the 
subscribers, with costs to the indi 
vidual varving from $100 for the 
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THREE-TUBE AMPLIFIERS, located at intervals of 500 to 1,000 feet along the 
coaxial cable, step up the signals. Parsons designed the equipment used 


By CLOTILDE G. TAYLOR 


Gets Community TV 


antenna pulls signals 123 miles from Seattle to Astoria 


much lower 


number 


riginal installing to a 
figure when a 
served from one 


large we%t 
intenna. There were 
two main antennas in use and several 
smaller ones serving from seven to 
More recently 
intennas have been given 
up, and the entire group is now served 
from one mast in the 


Charges have 


twelve subscribers each 
the smaller 


community 
most favorable location 
l fixed at $125. for 


been installation 
with a $3 monthly rental 


About 200 
miles of cable is now in use in the 
Astoria area. As of August, 1951, ther 
were 200 ‘I'V sets in local use, with 
ibout 100 morc Chief 
problem which has developed is the 
st of erecting poles. An arrange 
ment is now being sought with the 
telephone company—and further in 
stallations are held up awaiting its de 
cision. No objection to the system 
raised by the FCC, the 


station, or the Astoria city 


signed up 


has been 
Seattle 
council 


Market for TV Sets 


Chief profit to Mr. Parsons is in 
the charge for the original installation 
plus, of course, the sale of TV sets. 
Ihe month payment takes care of 
service and upkeep on amplifiers and 
cable. He also sells equipment all 
over the country. However, he will 
sell only to those who will send a serv- 
ice man to Astoria for a week’s train- 
ing in techniques. Since the system 
went into operation in Astoria early 
in 1950, several other communities in 
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a new market for TV sets 


the Pacific Northwest have followed 
suit, among them Bellingham, Long 
view and Kelso, Wash. 

In Parsons’ explorations, strength 
tests shown usable 
most unexpected points. ‘Tests have 
made up the Columbia River 
is far as Portland, as well as in Cen 
tralia, Aberdeen, Hoquiam, and Wen 

all of which could be 
by community antennas and adequate 
unplifiers. Both Oregon and Wash 
ington are mountainous areas. Wenat 
chee, for instance, is on the opposite 
side and at the base of a 10,000-ft. 
range of mountains from the source of 
the signals. Parsons has found that as 
1 rule there are no signals in flat areas, 
on beaches or near high elevations. 
I'hev seem to be best in the hills, in 
slide arcas and at the foot of banks or 
bluffs. 

Parsons looks upon the community 
antenna sct-up as an interim develop 
ment. Eventually, he believes, the 
CC will authorize satellite stations 
which will tie the smaller communi 
tics of the country to some major net- 
work by means of microwave or 
coaxial cable channels. In cases where 
a good signal is available, such as in 
Astoria, he thinks a satellite station 
might operate successfully on this sig- 
nal alone. In the meantime, his com- 
munity antenna is bringing television 
to an area “beyond the fringe” of the 
usual air signals—and is developing 
in the 

End 


have signals at 


becn 


itchee, served 


Pacific Northwest. 
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FROM ROOF TO ROOF of subscribers’ homes runs the cable. Parsons would prefet 
to use poles, but still has to work out agreement with telephone company 


TV SET SALES provide tangible, profitable return to Parsons in addition to $125 
installation charge. He has sold many of 200 sets on system. 
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Even the Fringe 
ls Trading TV. 


Vernon Kogge was surprised when his old 
customers who had paid well over $500 for 
sets and installation in his Wapakoneta, 
Ohio, fringe area wanted to trade for new 
models. Now he goes looking for them—and 
finds them easier than the original sales 


ernon Ko t t Sit t it ¢ n to 1os their { e sets 0 > tl cs re \ 
V W apakonet h yop. 5,77] d for ‘IN r many of my e big screen in ac had 
got int placemei fring stom vent to Dayton and } a} mistaken idea that the larger the 
ing th me Way got 1 tl ) ts, I finally took on the li screen the more snow or poorer 
néss th \ I | Dp ite this 


} 
| 


+ 


s + 
1 TO Trade 


People ke} m buve 
aBout ts for I vea TK 10 and cre s 

sf@rted handling t isiO1 aa I had been so busy selling ts n people come in to sce Kogs 

Keer I would tell them that it wa hadn't given those first sales a thought the re pretty well sold on the idea 
aftough job to get good reception Of course, I was happy to show them rading i 1 et. However, it 
when we are about 65 miles from Day new sets—and to mv amazement n't always possible lose the sale 
tom. It didn't m to dim thei nade quick sales.” fter tl rst demonstration. The fact 
infercst at al ven when I pointed With good installations already up, they lready in antenna 


owt that | st Oo t in 1 matter f Kogge t Ips » make fl . casier, Kogg¢ 


April many of the i tion they could expect. 
k 
h 


 12-in he dine Soe Installations Help Trade-ins 


Toes KOGGE Gets Leads from Service Calls 


K 


CONTINUAL AND REPEATED re- 


quests from o!d customers like the man 


xclieves, but the main factor secms to 
be that thev like the 20-inch set b« 
iuse a neighbor has one 

Moulton Electric usually can close 
n interested party within a month 
If we can’t close the sale by then, 
ve drop the subject,” Kogge says. 
“They want a large screen set, but 
can’t see buying it right away when 
their old set is still O.K 

‘Most of our sales are to younger 
people. In fact, over two thirds of all 
sales are to the vounger group. ‘They 


Cee Pa 
» make the best trade-in customers 





SERVICE CALL on oa customer refrigerator giv WHEN HE has aroused her interest he gets descriptive THE SAME DAY Kogge picks up the requested model 


} 1 chance to ask housewife if she would be in iterature from his car and tells her to pick out a from his Quonset hut type warehouse and trucks it 


terested in a new TV set with a bigger screen model for a free home demonstration out in the original carton for a demonstration. 


























é 


’ 


on the left practically forced dealer Vernon Kogge (right) to trade in old TV™ 
sets for new ones, got him started looking for other old owners 


Kogge has turned up many of the 
replacement sale leads by selling ot 
working on a refrigerator or other ap- 
pliance. He makes all his own service 
calls and often he brings up the sub- 
ject of a trade-in while working on the 
appliance. “If they seem to be inter- 
ested in trading in their set, I come 
back before the weck is over, and often 
at night, as 
then.” 

Half of the new as well as the re- 
placement sales are to rural people. 
Chey are much easier to sell than the 


there is better reception 


people in town because reception is 
better in the country. 

Unlike a new sale, the trade-in has 
been easier to make without induce- 
ments. Kogge never cuts the price of 
a set, although he sometimes can 
make a little reduction on the installa 
tion on a new sale. Most people have 
few qualms about the set price, but 
try to dicker on the installation. On 
trade-in sales, where the installation 
is already there, Kogge has no difficulty 
with prices. 

Continued on page 118 
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DEMONSTRATION puts old and new set into competition side by side, gives 


Kogge a chance to impress 


the housewife with the difference in picture size 
that a slightly larger screen can give. 


di 
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KOGGE Makes Installations 
Even for Demonstrations 


ifecord releases as played 
ager of the Popular Dry.” 


nese preferences he d | 


bat enjoys a nationwi 
standing depa 
ets over ~ 


ree sk 


“ 


FORTY-FOOT ANTENNA is simply leaned against house while set is 
being demonstrated, can easily be removed if prospect does not buy 


WHEN SALE is made, antenna is permanently secured against build- 
ing. Most installations in Wapakoneta are made from the ground up 
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SALES TALK by Nat Oremland (third from right), president of Nobo Co., West Medford, Mass., dealer, answers the questions of Arvin TV contest entrants who have come to 
Wiis store to learn how t xy “I like Arvin TV” in 25 words or le 


Contest Creates 15,819 TV Prospects 


Statements in the traditional “25 words or less’ 


‘ 


to win TV sets and radios, plus proper timing and 
promotion, were all it took to boost sales for 125 
dealers of Merchants Distributors, Boston 


a4 AHI right promotion, staged shire an average of 126 good TV pros 
at the right time and in the pects each. 
right wav will always work Using a contest “gimmick”, local 
l‘ortunatcly, our Arvin ‘I'V promotion dealers announced to customers and 
was that kind of a campaign and it, prospects that five 16-inch Arvin tel 
like many successful promotions run cvision sets would be awarded as grand 
last spring by other distributors and  prizes—for the whole area—for best 
dealers. helped INCTCASC sales despite answers to the lead line: Ms like Ar 
the fact that consumers had appar- vin’s new “Visible Value” television 
ently deserted the market place.” sets because . . .” 
Ihe words are Max Katz’, president l'o keep local interest white hot 
of Merchants Distributors, Boston, local -residents are sometimes suspi 
Mass., and the promotion he men- cious when a citizen in a far-away 
CREATORS of the contest which was designed to help 125 dealers were tions, run over a three month period, community hits the jackpot—the con 
Al Kessler, secretary; Herman Sternberg, sales manager, and Max Katz brought 125 retailers in Boston, east- test was so arranged that every pat 
president of Merchants Distributors ern Massachusetts and New Hamp (Continued on page 68) 
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A Way With 
~ RECORDS 


Seven different and constant kinds 


of promotion keep records selling to 


both new and old customers at Popu- 


lar Dry Goods Co., El Paso, Texas 


é 


INVITED GUESTS listen to new classical record releases as played on high fidelity equipment by William Py 
Carty (right), record department manager of the Popular Dry Goods Co., El Paso. He frequently holds such a 
By HOWARD J. EMERSON : 


concerts for selected customers whose preferences he already knows i 


x 
r r phonograph record depart The successful record merchandiser concern that enjoys a nationwide rep-_ lizing one of the store’s demonstra 
. ( 


ent of the Popular Dry Goods must offer regularly somcthing new — utation as an outstanding department — tion rooms, he sets up the high fidelity 


El Paso, ‘Texas, has con ind interesting to renew customers tore, serving customers over a radius — pick-up, amplifier and speaker com- 


is a very profitable operation — interest in their record collections or — of nearly 750 miles in three states. bination which he has normally in 


through the past few years in spite of he will lose business to the demands Basic record promotions include his own home. By printed invitation, 


the many hazards that have beset the f other avocations and to other, morc 1. an invitational concert; 2. personal up to 50 known buvers of classical 


| 

ord industry. The primary reason promotion-minded dealers, Carty con contact; 3. direct mail; 4. window dis record albums are asked to attend a 
or its success has been a variety of tends. And he must have more than _ plays; 5. attention 
promotions designed to get new cus- one way to reach the widely sep mds; 6. t 


tomers and to keep old customers buy rated groups of classical record col- for 5 


to children’s rec preview of the new releases. Carty 
ined and balanced sales never invites more than 50, so that 
rce; 7. location of the department the 25 or so who respond feel that 
ing regularly, according to Wm. R lectors. Carty’s most effective promotion is they are enjoying a special privile 
Carty, manager of the store’s appli Cartv has built steadily the record a monthl 
ne ! record sales sections sales volume of the Popular, an old 


ge 
concert which he holds The program for these afternoon 
for a special group of customers. Uti (Continued on page 58) 


ye! , 
+ } 

a Lg 
COMPETENT SALES personnel like Raul Negrette (left) and Teresa Gardea (right) are regarded by manager 


Carty as important promotional factors. Both know music, have good sales personalities, and speak the two 
languages necessary for dealing with the residents of the area 


DISPLAYS, properly positioned, promote sales of albums, 
are most important to push popular and children’s 
albums. This can be seen from other departments 


ELECTRICAL MERCHANDISING—DECEMBER, 1951 PAGE 47 





COLLECTION DAY for utility gas and electric bills is ironer 
demonstration day at Jefferson Appliance Co., Metairie, La 
Co-owner George Pecoraro collects the power company’s bill while 
Mrs. Robert Marsh invites the prospect to watch a demonstration 
Active demonstrations are one good Jefferson 


reason why 


Appliance enjoys a good 


: INCOME from IRONERS 


PARTNERS Whitr Webre (left) and Pecoraro credit planned advertising with 
much of their suc« n ironer selling. Newspaper advertising is consistent and 
confined t ’ aper. Car cards like the one at 
vehicles 


‘ ve ore used only in 
which 


ANY housewives who have 
yt solved one problem of wash- 
day with washing machines 
till! find themselves facing a 
t of work 


moun 
when the clothes are 
dry, and usually, it isn’t a pleasant 
The weekly laundry job is 
nly half done and the ironing part 
if it is just as laborious and just as 


prospect 


mportant. 

heads of Jefferson Appliance 
Metairie, La., one of New 
Orleans’ largest suburbs, find this sit 
uation 
ironer. 
$100,000 


Co., in 
made to order for selling 

A good portion of their 
annual volume 

this profitable item, and 
created a near record in the 
Orleans area for ironer sales 
Whitney B. Webre and George J] 


Pece raro, 


1 
SAlCS | 
they have 


New 


owners and operators of 

the Metairie firm, began concentrating 

on ironers more than 

“There were two angles 

vinced us that the ironer was well 
hing,” says Mr. Webre 

“First, it is a profit item with good 

markup, and second, we are located 


worth pus 


neighborhood which i i 


to it. People around 
families and plenty 
do. We found that if 

ipproached them right, 

be shown that the 

luxury -but a great 


£ 


ry and wear 


they 
ironer is not 

saver of time, 
V 1 and tear, and that it 
ould be just as important in the home 
bile or 


1 reirigerator, ¢ on water 


eater.’ 
No Outside Salesmen 


The Jefferson 


\ppliance Co. heads 
use a variety of methods to spur the 
sale of ironers. 
side salesmen and in fact, 


work 


They employ no out 
do most of 


the sal themselves, but an 


es 
ntct Ine fact in thei le of iror 
outstanding factor in their sale of 1ron 


ers is the work of the company’s 
monstrator, Mrs. Robert Marsh. 
n intelligent worker with a proven 
sales record, Mrs. Marsh handles the 


roner with ease and 


7 


convincing 


ughness. 


“We three ~onstitute 1e 


sales, demonstrat 


entire 
operating per- 
Mr. Webre. 


Why 


sonnel of says 


“Therefore, our plan of selling ironers 
depends mainly upon two factors 
which lend themselves best to a 
small 


organization such ours 
These demonstration and 


factors are 
planned advertisins 

The emph placed o1 nonstra- 
as 


depend 


mm does I 


entirely upon 
Webre points out, 
although absolute thoroughness is an 
ironclad rule of the firm. Timeliness 
ind getting traffic into the store are 
‘ther important factors. For example, 
l arrangement with the Lou- 

ina Power & Light Co., 
th collection agency for 


1 
water and telepho 


thoroughness, Mr 


‘his in itself guarantees a good flow 
traffic, and the firm takes full ad- 
vantage of it. On the ] 
bills are due, Mrs. Marsh usually sets 
up her for demonstration and 
frequently collects the customer’s bill 
while seated at the ironer, 
“By featuring demonstrati: 
plate ironer on bill collection days, 
we are able to interest a great part 
of the heavy traffic in them,” explains 
Mr. Webre. “The customer gets 
opportunity to inspect the appliance 
while he waits for his receipted bill. 
A few remarks usually lead 
into a demonstration and give us an 
opportunity to interest him. 


dates when such 


ironers for 


i fine 
casual 


“In the demonstration itself, we have 
learned to stress certain advantages of 
the flat plate ironer over other types. 
For instance, the safety angle is im- 
portant, that are not likely 
to get caught or that steam is directed 
downward instead of into the user’s 
and so on lso, this type of 
affords relaxation to 
the user who has | seated 


with min 


fingers 


face, 
lronet 
and manipulate the levers 
imum effort of the hands and body. 

“At some point in the demonstration, 
we strive to get the prospect to operate 
as we believe this 
(Continued on page 118) 


ironer herself, 


DEMONSTRATIONS BY MEN help prove to housewives that ironers are easy to 
use. The company often takes prospects to the homes of old ironer customers for 


demonstrations by owning housewive 


ance, but they have made ironers a 
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Only three people sell for Jefferson Appli- 
ubstantial part of the business 
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Electric 
Housewares Sales 
Through Seven 
Distribution 
Channels 


72% of Sales to Electrical Distributors are 
Made in 50 Cities—94% in 140 Cities 


Accumulative percent of sol 


140 cities + 





25.50 75 100 125 150 175 
Number of cities in ranking order 
* Cities with volume at 1% or higher 


56% of housewares sales are through 
electrical distributors in 458 cities 


71% of Sales to Hardware Distributors are 
Made in 50 Cities—95% in 149 Cities* 





Accumulated percent of sales 





49 cities ~ 
0 2 SO 75 100 125 150 I75 
Number of cities in ranking order 
% hes with volume of 1% or higher 





14.7 % of housewares salesare through 
hardware distributors in 345 cities 


89% of Sales to Jewelry Distributors are 
Made in 25 Cities—30% in New York City 





@Q 


Accumulative percent of sales 


3 Fs 


{ — 
25 50 75 100 i25 150 (75 
Number of cities in ranking order 

* Cones with volume of 1% or higher 


6.8% of housewares sales are through 
jewelry distrbiutors in 89 cities 





16 Cities* Account for 98% of Sales through 
Mail Order Houses—Chicago is the Center 
of Business with 89% of Total Sales 


— 
} 


— 


98) 

-» 94% 
887 ' 
™* i h 
80 i 


8 


x 


cago 


Accumulative oercent of soles 








be-16 cities 
Rall: n " " a 
| 2& SO 75 100 12 160 175 
Number of cities in ranking order 


* Cites mth volume of | % or higher 


7.4% of electric housewares sales are 


84% of Sales to Drug Wholesalers, Chains and 
Buying Associations are Made in 50 Cities.* 
New York City Leads with 25% of the Volume 


Vew York City 


i 
' 
' 
' 
' 
' 
! 
' 
| 
' 
! 
' 
| 
' 


r* 107 cities 
n 








| 2 80 75 100 125 150 75 
Number of cities in ranking order 
* Cites with volume of 1% or higher 


2.2% of electric housewares sales are 


73% of Sales to the Automotive Class of 
Trade are Made in Akron and Kansas City— 
98% in the First 42 Cities 


976 
946 





80} /22 2%, 
26 ’ 


Akron- 587 


W 
60 Kansas City-/39 


Accumulotive percent of sales 


— 42 cities 





| 2 50 75 100 125 150 ITS 
Number of cities in ranking order 
* Cities with volume of 1% ar higher 


3.2% of electric housewares sales are 


71% of Sales to Electrical, Hardware and 
Jewelry Distributors are Made in 50 Cities— 
94% in 153 Cities* 





Accumulative percent of sol 


| 
' 
! 
| 
| 
| 
| 


53 citi 
t c padi : 


25 50 75 100 125 150 
Number of cities in ranking order 


* Cities with volume of 1% or mgher 


78% of electric h 





sales are 
through mail order houses in 581 cities through the drug trade in 321 cities through the automotive class of trade 


to electrical, hardware and jewelry, 
in 98 cities 


(Group A’) distributors in 543 cities 


Where El 


ONCLUDING a study _ based 
C on the 1949 sales of fourteen 
of the country’s representative 
housewares manufacturers, This Week 
Magazine has issued a copyrighted 
analysis of the wholesale channels 
through which electric housewares 
are distributed. Most significant find- 
ing of the survey is that while 96 per- 
cent of electrical houseware sales were 
made through ten classes of trade, at 
least three of these—electrical, hard 
ware and jewelry—accounted for 78 
that business, and repre- 
sented traceable distribution. 
Following the close of World War 
Il manufacturers of housewares 
watched sales of their products move 
steadily upward. In 1940 the dollar 
volume at the retail level had been 
close to 100 million dollars, by 1950 
this figure had advanced until a con- 
servative estimate would indicate sales 
of almost 600 million dollars yearly. 
This continuing upward surge indi- 
cated to manufacturers that some con- 
crete steps should be taken to evalu 


percent ot 
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THIS WEEK'S analysis of the sales figures of 14 
important manufacturers shows once and for all 
which type of distributor does the biggest job, 
and which states, counties and cities are the best 
markets for electric housewares 


By JOHN DECKER 





ite the sales opportunities which 
existed in the major distributor areas 
of the United States. The manufac- 
turer would then be able to plan in 
a realistic manner the areas in which 
his greatest selling effort should be 
made, and how distribution quotas 
might most effectively be projected. 
Accordingly, almost a year ago This 
Week Magazine after discussions be 


1951 


tween industry leaders and the maga 
zine’s marketing and plans depart- 
ment, decided to undertake such a 
study which would provide complete 
and improved marketing information 
for the industry. From these discus- 
sions a group of fourteen representa- 


ectric Housewares are Sold 


tive companies emerged as willing to 
participate. The fourteen included 
companies active in all branches of 
the housewares industry. Represented 
were the following: 


Arvin Industries, Inc 

Camfield Manufacturing Co. 
Chicago Electric Manufacturing Co. 
Dominion Electric Corp. 

General Mills, Inc. 

International Appliance Co. 
Landers, Frary and Clark 

Popex, Inc. 

Proctor Electric Co. 

Seth Thomas Clocks 

Silex Company 

Sperti-Faraday, Inc. 

Telechron Dept., General Electric 
Westinghouse Electric Co. 


The products and the number of 
the surveys reporting membership 
active in their production were as 
follows: 
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NOTE: 


This map is based on information from manufacturers and distributors of electric 
housewares. 

From Manufacturers — Fourteen representative manufacturers furnished 
This Week with their 1949 sales in ten wholesale classes of trade for every city 
in the U. S. to which they shipped merchandise. This information in composite 
form is called This Week's E.H.I. (Electric Housewares Index). It is summarized 
in Charts 1 and 2. Chart 2 shows that 153 wholesale cities account for 94%, of 
the traceable distribution (Group “A'’ — Chart 1). 


From Distributors — Principal Markets and Marginal Counties are based on 
survey by National Association of Electrical Distributors. 584 member units of 
the NAED reported the counties in which 75%, or more of their electric house- 
wares sales to retailers were made. The 118 Principal Markets (red counties) 
are a composite of the majority of the reports from wholesalers in the 153 
cities shown in Chart 2. The Marginal Counties (gray counties) were indicated 
in the minority of the NAED reports. The per cent of U. S. sales potential for 
the 118 Principal Markets is based on Group “A” of This Week's E.H.I. — 
Chart 1. 














A composite of reports from 
584 member units of the 


LEGEND: 


Red counties (Principal Markets)— those reported by the 
majority of NAED members. (See Note.) 


Gray counties (Marginal Counties) — those reported by the 
minority of NAED members. (See Note.) 

Symbols below indicate wholesale percentage values of the 
153 cities based on Group *'A"’ E.H.I. data shown on Charts 
1 and 2 and described under Note. 


* — 1% or higher. 
&® — 3% tol, 
BM —.1% 10.3% 





No. Co’s 
Producing 
Bed Coverings 
Blenders 
Heating Pads 
Broilers 
Heaters 
Clocks 
Hair Dryers 
Coffee Makers 
Corn Poppers 
Fans (Desk and Bracket 
Hot Plates and Grills 
Ice Cream Freezers 
lrons 
Fruit Juicers 
Mixers 
Roasters 
Sun Lamp Units 
Toasters 
Waffle Bakers 
Washers, Portable 


~p on mW Om UWwW YK Nee Nm we 


Each of the participating manufa 
tu igreed to furnish in conf 
volume of its sale 
to every city in the continental United 
States to which shipments had been 
made during the year 1949. In addi 
tion these figures were to be broken 
down into the ten classes of whole- 
ile trade considered most representa- 
tive of the industry. These 

lectr hardware icwelry, 


} 1 
CieK i 


dence dollar 


were 
drugs, 


CHART 1 





6.8% 
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SUMMARY OF ELECTRIC HOUSEWARES MANUFACTURERS’ SALES 


By Class of Trade 


96% of Manufacturers’ Electric Housewares sales are made 


through 10 Classes of Trade. 


78% of volume is through distributors (Group "A") whose sales to 
dealers are virtually all in the distributor's immediate trading area. 


18% of volume is through specialty trade classes (Group “B")” 
whose retail or consumer sales are relatively untraceable. 


2.2% 2.5% 


TEA & 
COFFEE 


0.3% 


DRUG PREMIUM HOUSE- 
TO-HOUSE 


2.0% 
ESSE 


\ 


3.2% 


AUTO CLUB MAIL MISC, 


3.2% 
0.9% 
owner 


PLAN ORDER 
ae 4 





, 
Group B—18.5% 








CHART 2 





for the Electrical Category. 


. 


Chicago 
Philadelphia . 
Boston ... 


Pee 


San Francisco ........ 
Detroit . 

Newark 

St. Louis .... 


Sere? 


—_ 


Electric Housewares Ranking of 


for the Hardware Category 


1. Louisville 

2. Les Angeles 
3. New York 

4. Minneapolis 
5. Birmingham 
6. Philadelphia . 
7. Memphis 

8. San Francisco 
9. Pittsburgh 

10. St. Louis 


Electric Housewares 


for the Jewelry Category. 


New York 
Chicago 


1. 

2 

3. Los Angeles 
4. San Francisco 
>. 


Boston 
6. Washington, D.C, 
7. Philadelphia 
8 Cleveland 
9. Detroit 
10. St. Louis 
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Ranking of 


The Leading Electric Housewares Cities 


Electric Housewares Ranking of Top Ten Cities 


Fo of US. % of City Volume 
7.7806 48.7 
5.8042 68.1 
5.7673 26.9 
3.6038 70.7 
3.1158 71.6 
2.9047 76.3 
2.5820 62.6 
2.3199 72.1 
2.2669 82.3 
1.7595 57.6 


Top Ten Cities 


% ol U.S. % of City Volume 
4.8541 69.2 
4.2412 12.9 
3.6157 5.9 
3.3334 23.9 
2.4752 60.6 
2.2809 11.6 
2.1317 57.9 
2.0230 12.7 
1.8995 12.9, 
1.8132 15.4 


lop Ten Cities 


Fook U.S. % of City Volume 
30.3872 22.8 
8.3867 4.7 
6.2083 8.8 
5.0176 14.6 
1.9106 13.5 
4.2737 24.0 
3.8104 9.0 
3.0802 10.6 
3.0098 11.2 
1.9654 7.7 
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premium, house-to-house, tea and 
coffee, automotive, club plans, mail 
order, and a catch-all miscellaneous. 

The breakdown of sales figures re- 
vealed that certain major population 
areas accounted! for the bulk of the 
participants’ sales. Thus centrally 
located Illinois rose sharply to the top 
in this category with 13.53 percent 
of manufacturers’ production going to 
that state, and 12.15 percent to Chi 
cago alone. 

Following closely were strategically 
located New York State, which ac- 
counted for 12.06 percent of the 
manufacturers’ business, and California 
with 8.85 percent. In these two states 
the greatest volume of business 
through all classifications were 
through New York City with 8.57 
percent, and Los Angeles with 4.83 
percent. It will be noted that cer 
tain areas owed their high standings 
to the demands of certain of their 
specialized businesses. Thus, Illinois’ 
sales were in large part accounted for 
by Chicago’s predominant position as 
the center of the country’s mail order 
busines New York City was fore- 
most in intake of housewares to drug 
and jewelry distributors, while the 
major portion of sales to the auto- 
motive classes of trade went to the 
Kansas City and Akron markets. 

Fourth largest volume of sales went 
to Ohio with 7.86 percent of total 
shipments during 1949, and follow- 
ing closely behind in fifth place was 
Pennsylvania with 7.27 percent. 
Thereafter the state percentages 
dropped sharply with most areas tak 
ing any appreciable amount of manu- 
facturers’ shipments being generally 
confined to the eastern seaboard and 
gulf areas. 

In the overall summary of the pat- 
tern effected by the participating 
manufacturers’ sales (Chart 1) it was 
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found that 78.2 percent of these were 
being made through distributors 
whose outlet was primarily to dealers 
in their own immediate trading area. 
This percentage included 56.7 per- 
cent to electrical distributors, 14.7 
percent to the hardware trade, and 6.8 
percent to distribution centers for the 
retail jewelry business. 

A much smaller percentage of sales 
was being channeled into seven addi- 
tional trade classes (Chart 1) whose 
retail or consumer sales might be 
termed as relatively untraceable. These 
seven accounted for an overall per- 
centage of 18.5 percent of the manu- 
facturers’ sales, with varying amounts 
ranging from 7.4 percent going to the 
mail order class of trade, to a low of 
0.3 percent for house-to-house dis- 
tributors. 

As pointed out, This Week’s survey 
brought out the fact that 78 percent 
of electric housewares sales were 
traceable distribution through three 
classes of trade, electrical, hardware 
and jewelry; 94 percent of the total 
of these traceable sales were through 
153 cities. Logically the question 
which next arose was, ““What counties 
are served by these 153 cities?” 

For the answer to this question and 
with the approval of the Executive 
Committee of the National Associa- 
tion of Electrical Distributors, ques- 
tionnaires were sent to 900 member 
distributors of the NAED. _Distrib- 
utors were asked to outline on a map 
counties to which 75 percent or more 
of their electric housewares sales to 
retailers were made. 

Result of this part of the study was 
a composite map of the United States 
(pp. 50-51) which shows in detail the 
118 principal existing markets for 
electrical housewares, and the mar- 
ginal counties which are served by 
these markets. End. 
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NO DUST BAG 

TO EMPTY! 
Simply toss out new 
paper “Speed-Sak” a few 
times a year! 


NO ROAR! 


Can't interfere with 
hone calls or radio 
on’t wake the baby, 
either! 





3 SS// 
NEW NO.80 <=7)\~ 
CARPET Ozzie) > 


Gets more embedded 
dirt...lint, threads, even 
dog hairs...with less 
rug wear! 


¢ 


PRESS-TOE 
“ON-OFF” 
SWITCH! 


Tap of your toe turns it 
on or off! No stooping! 





5 > 


2 = 


3-WAY 
FILTERED AIR! 


Unhealthy dust can’t 
leak back into the air 
you breathe! 


; Vai 
IZ 


, rig 


NEW ee 


VIDEO-PAK! To 


Eliminates interference 
with television and radio 
pry An exclusive 
ewyt feature! 





7 


NEW 
LOCK-SEAL 
TUBES! 


Can't come apart in use! 
Flick of finger locks 


& 


) 
SO LIGHT, 4 
EASY TO CARRY! J 
Glides effortlessly in any 
direction ...no heavy 
push-pull! 





9 


them suction-tight! 
DUSTS 


re 
FURNITURE! Z q 


Cleans ash trays, too! 
Gets ’way under... 
reaches ’way up! 


10 


SUCTION- 
SWEEPS 
LINOLEUM! 


Cleans bare floors... 
brightens upholstery .. . 
waxes floors! 





SPRAYS 

PAINT! 
Also de-moths clothes, 
a closet-full at a time! 
You'll save money many 
ways with Lewyt! 


12 


NO 
CLUTTERED 
CLOSETS! 


Everything tucks into 
compact dusttight con- 
tainer! 


a bs 


LEWYT an 
ONLY LEWYT 


..,and features 
sell appliances 


Here are the features that have made Lewyt the 
fastest-growing name in the appliance industry! 
Features like ‘‘No dust bag to empty’’—the 5 greatest 
sales words in vacuum cleaner history! Features 

like “It’s quiet—no roar” and ‘3-way Filtered” 
Air’—hammered home to America’s millions 
month-after-month with the heaviest advertising 
drive ever put behind any vacuum cleaner! 


Cash in now! Pull prospects into your store with 
the time-tested ‘“Treasure Chest”’ trade-in 
offer... with the sensational, new $29.95-value 
knife set... with free ‘‘Lucky Pennies’... free 
Scatter Pins. DO IT with Lewyt and get 

real vacuum cleaner volume! 


DO IT with 


LEWYT 


Listed by 
Underwriters’ 
Laboratories 











LEWYT CORPORATION, Vacuum Cleaner Division, Dept. M-12, 60 Broadway, Brooklyn 11, N.Y. 
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NEW Hitching Freezer Sales to a Trailer 
SIFT IDEAS Fop 





CONTINUED FROM PAGE 41 





XMAS SHOPPERS! PROFIT BUILDERS! 


\ 
EXCELLENT TURNOVER 





PORTABLE WASHER 


For a ‘‘different™ gift! Ideal for the 
day-to-day washer 1 must tor the 
young mother. Large washer per 
formance. Automatic timer. Creates 
“new” sales for you! 


AC ONLY. ORDER No. 2602. LIST: $37.95 











DELUXE JUICIT 


ey 


For ‘plus’ profits at Xmas! Sunkist 
approved Juicit. Extracts 30% more 
vitamin-filled juice trom every 
orange. No bitter oils from rind 


AC ONLY, UL. ORDER No. 2701. LIST: $21.50 








WRITE TODAY 
FOR FULL DETAILS ON 
HANDYHOT'S 
“KEY-TO-PLUS- SALES!” 
DEPT. EM-1251 


IM 
MEDIATE DELIVERy, 








DE LUXE TRAVEL IRON 


Here's a ‘'sleeper’’ — perfect gift item 
for ‘‘away-from-homers’’. A fast 
seller at Xmas — year-round, too! Six 
irons in bright self-display carton 
AC-DC. ORDER Ne. 1178. LIST: $6.95 EA. 











ELECTRIC ICE CREAM FREEZER 


ey 


An Xmas gift for the whole family 
Opens up a brand new market for 
you. Makes ice cream quickly, con- 
veniently —electrically. AC ONLY, UL. 
ORDER No. 2201. LIST: $18.95 (1 QT.) 

No. 2204. $24.75 (4 QT.) 








HANDYHOT CORNPOPPER 


Pu 


An unusual and appreciated present! 
Pops corn automatically. A food 
warmer, chafing dish, too! Popping 
bowl lifts off to uncover hot plate! 


AC-DC, UL. ORDER No.2101. LIST: $6.95 


day and the following one. In fact, he 
kept right on selling freezers until his 
stock on hand was depleted. Jacobs 
eventually got to the fair—but two 
days after it had started. He was not 
unsuccessful there cither, for he sold 
over $6,000 in appliances (including 
three freezers) for the remainder of 
the week, while at the same time he 
acquired a list of over 40 prospects. 

“We can usually tell when a person 
in the store is interested in a freezer,” 
says partner B. J. Cady. “We try to 
keep our eyes and ears open for signs 
of a good prospect. If we don't clos« 
the sale in the store, we trot out to 
their house within the week and makc 
the sale there. 

“Usually,” Cady continues, “It 
doesn’t take us long to close the sale. 
Most of our sales (all but one, which 
was made in the store) have been 
made right there in the home. We 
tell our rural prospects that we 
dropped by to ask if they would like 
to see our freezer. Their usual rebuff, 
that they don’t think they want a 
freezer now, doesn’t dampen our en- 
thusiasm in the least. We sit there 
ind talk about the crops, their live 
stock, the weather (of course), how 
the hay is coming along this year, etc. 
lhen we mention casually, as we are 
about to leave, that they might as well 
take a look at the freezer since we 
happen to have one with us. That 
will bring them out of the house to in- 
spect it, which in turn almost puts 
the sale in the bag.” 

Most of the customers seem to be 
impressed with the unique idea of 
seeing the freezer right there in theit 
yard. Many of them have expressed 
their satisfaction over having a new 
ippliance uncrated especially for them. 
Cady says that it is a good idea to 
take the freezer along intact in its 


crate. ‘That way, the people are sure 
that it isn’t a demonstrator model 
from the store. Even if Mason Appli- 
ances doesn’t make a sale at one farm, 
they always carefully fasten the top of 
the crate back on before going on. 


Husband Tips Off Sale 


(he Home Appliance Store knows 
when the sale is really warm. “When 
we are asked to measure doors and 
sce if it is going to fit through the 
door and how much space it requires 
if placed in a certain room,” Cady 
says, “It’s a pretty good sign they are 
getting warm. But the real tip-off 
comes when the husband will turn 
to his wife and ask, ‘Mother, what do 
you think about it?’ We then wait 
with bated breath for the usual reply, 
‘You know . .. what I think!’ Then 
the husband will tell us to go ahead 
and unload it.” 

“Selling freezers from a trailer has 
been a very successful approach for 
our young firm,” Jacobs points out. 
“We both have lived around this town 
for many years. I sold milk testing 
equipment, and Cady worked for his 
brother in an appliance store. Cady 
also lived on a farm most of his life, 
so we both know how to talk the 
farmer’s language when we are in their 
homes. Almost all of our sales have 
been off the trailer. In fact, the first 
ten people we approached proved to 
be immediate sales. Now about 75 
percent of all our calls result in sales. 

“Not only are freezer sales made in 
homes, but also many prospects are 
obtained for other sales. People seem 
to loosen up and tell us the names of 
some of their friends who are inter- 
ested in freezers or other appliances. 
Some discussions have led to two $400 
refrigerator sales.” 

(Continued on page 56 
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Electric Housewares —First Choice For Every Gift Occasion 


Handyhot 
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“| TOLD YOU BEFORE, THE CARNIVAL IS DOWN THE STREET AND THIS ISN’T THE 
RING TOSS!” 
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Turning Journal readers into buyers presold on the famous brands that appear in 





Journal pages is the month-by-month accomplishment of these national advertisers. 


To keep them working profitably for you . . . to keep those presold customers coming 


to your store.. 


American Beauty Electric Iron 
Arvin Automatic Electric Iron 
Arvin Automatic Toaster 
Arvin Electric Housewares 
Arvin Electric lrons 

Arvin Lectric Cook 


Caloric Gas Ranges 
Coolerator Ranges, Refrigerators 
and Freezers 


Deepfreeze Refrigerators 
DeVilbiss Vaporizers 
Dormeyer Appliances 
Dulane Fryryte Deep Fryer 


Easy Spindrier 

Electresteam Vaporizer 

Electresteem Vaporizer, Portable 
Steam Radiator, Electresteem 
Baby Bottle Warmer and 
Electresteem Baby Bottle 
Sterilizer 

Eureka Cleaners 

Evenflo Nursing Units 


Farberware Automatic 
Percolator Robot 

Farberware Stainless Steel 
Cooking Ware 

Federal Enameled Ware 

Federal Vogue Roasters 

Firestone Home Appliances 

Fletcher’s Can-Well Canner 


Fletcher’s Can-Well Cold Packing 
and Preserving 

Fletcher’s Roastwell Roasting Pan 

Frigidaire Automatic Washers 

Frigidaire Electric Range 

Frigidaire Refrigerators 


General Air Conditioning Cooking- 
Refrigeration Combination 

G-E Automatic Toaster 

G-E Automatic Washers 

G-E Light Bulbs 

G-E Refrigerator-Food 
Freezer Combination 

G-E Refrigerators 

G-E Triple-Whip Mixer 

Gibson Electric Range 

Gibson Refrigerators 


Hamilton Beach Mixer and Mixette 
Hardwick Gas Ranges 

Horton Automatic Washers 
Hotpoint All-Electric Kitchen 
Hotpoint Automatic Clothes Dryer 


International Harvester Freezers 
International Harvester 
Refrigerators 


Johnson’s Waxes and 
Wax Electric Polisher 


KitchenAid Food Preparer 


Lewyt Vacuum Cleaner 





Magic Chef Gas Ranges 

Maytag Washers and Gas Range 
Met-L-Top Ironing Table 

Mirro Aluminum Baking Pans 
Mirro-Matic Electric Percolator 
Mirror Aluminum Utensils 
Murray Gas and Electric Ranges 
Murray Kitchens 


Perfection Electric Ranges 

Perfection Gas Ranges 

Pfaff Sewing Machines 

Philco Refrigerator 

Philco Refrigerator and 
Electric Range 

Presto Cookers 

Presto Dixie-Fryer 

Presto Vapor-Steam Iron 


Regina Twin-Brush Electric 
Polisher and Scrubber 

Revere Ware 

Rival Steam-O-Matic Steam and 
Dry Iron and Can-O-Mat 


Servel Refrigerator 

Seth Thomas Clocks 

Sewmor Sewing Machine 
Shetland Polisher & Scrubber 
Sunbeam Coffeemaster 
Sunbeam lronmaster 
Sunbeam Mixmaster 
Sunbeam Toaster 





. stock, promote, display, advertise these Journal-featured brands! 


Tappan Gas Ranges 


Universal Coffeematic 
Universal Stroke-Sav-r lron 


Verplex Lamps and Shades 
Viking Sewing Machines 
Vornado Air Circulators 


Wear-Ever Aluminum Coffee Pot 
Wear-Ever Aluminum Cooking 
Utensils 
Wear-Ever Aluminum Roasters 
Wear-Ever Coffeemaker and 
Wear-Ever Chicken Fryer 
Wear-Ever Coffeemaker and 
Wear-Ever Sauce Pan Set 
Westinghouse Clothes Dryer 
Westinghouse Iron 
Westinghouse Laundromat 
Westinghouse Roaster-Oven 
Westinghouse Speed-Electric 
Ranges 
Whirlpool Automatic Washer 
Whirlpool Automatic Washer 
& Dryer 
White Sewing Machine 


Youngstown Dishwasher 
Youngstown Kitchens 


Zenith Radio-Phonograph 

Zenith Radio-Phonograph, 
Portable Radios and Radios 

Zenith TV-Radio-Phonograph 


*47.2% of 72,012 women shoppers interviewed in 642 retail stores of all kinds 


said they read LADIES’ HOME | , ) : | | 
NEE 
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More women buy the Journal, month after month, 
than any other magazine accepting advertising. 
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DO YOU SELL ONE OF 
THESE FAMOUS MAKE 


ALLEN’S 

BARNES 
BENNER-NAWMAN 
BEYER 

COLE HOT BLAST 
COLEMAN 
COLEMAN (Concdo) 
CREST (Conodo 
CREST-AIRE (Conade) 
CUSTOM AIRE 
DOMESTIC 

DRACO FIREBALL 
DUO-THERM 
ENTERPRISE 
ENTERPRISE (Conoda) 
ESTATE HEATROLA 
EVANS 

EVEN-TEMP 


FAWCETT TORRID- 
OIL (Canada) 


FESS (Canada) 
FINDLAY (Conoda) 
FLOOR-O-LATOR 
FLORENCE 
GILLEN 

H. C. LITTLE 
HERCO HEAT FLO 


Canoda/ 
INTERNATIONAL 
JUNGERS 
KEMAC (Conado) 
KLEER-KLEEN 
LAco 
LONERGAN 
MAGIC CHEF 
MARCHAND (Conodo) 
MONARCH 
MONARCH (Conodo) 
MONOGRAM 
NESCO 
NORGE HEAT 
ORAN 
PERFECTION 
PREWAY 
QUAKER 
QUAKER 

SAFEWAY 
SCOTSMAN 
SIEGLER 

SILENT FLAME 
SUPERFLAME 
THERMO-PRODUCTS 
TORRIDAIRE 
VIKIMATIC 


WASHINGTON 
FRUGAL 


Canada) 


if you do... ' 


NOW YOU CAN EARN 


EASY ADDITIONAL 
PROFITS BY SELLING 
A-P AUTOMATIC 
HEAT CONTROLS 


Yes, if you sell one of the famous-make space 
listed offer 


every customer the luxury of true automatic, 


or trailer heaters here you caa 
thermostatically controlled heat! This means 
easier selling, because you can offer comfort 
and convenience equal to the most expensive 
kind of heating, with no wasted heat — and 


substantial fuel savings! 

What's more, this easy-to-sell comfort means 
AppitionaL Prorits for you. Write now for 
Bulletin T-2 on A-P Comfort Controls. 








EASY TO INSTALL | 


There's an A-P Electric or Mechanical 
Comfort Control actually engineered 
to fit these heaters. Just mount conver- 
sion top on present manual control; 
connect to thermostat and plug-in 
transformer. Mechanical thermostat 


even eliminates wiring! 





DEPENDABLE Controls 


A-P Comfort Controls are designed and built to exact space- 
heater specifications by A-P Controls Corporation — for 19 years 
America’s foremost manufacturer of controls and valves for oil 
and gas-fired furnaces and space heaters. Makers of famous A-P 
valves, controls and accessories for refrigeration equipment. 


A-P CONTROLS CORPORATION 


(formerly Automatic Products Company) 


2400 N. 32nd St. 


e Milwaukee 45, Wis. 


In Canada: A-P Controls Corporation, Ltd., Cooksville, Ontario 
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Hitching Freezer Sales to a Trailer 





On one particular call, Jacobs sold 
a freezer to a farmer as well as one 
to his son-in-law who was visiting on 
the farm to help put up the hay. In 
addition to this double sale, Jacobs ob- 
tained prospects for three or four more 
when he delivered the freezer to the 
son-in-law. The neighborly discus- 
sions that take place do as much as the 
sales pitch to boost the prominence of 
the appliance firm. 


Prospects from Customers 


“In a small town like this, people 
do a lot of talking,” Jacobs admits. 
“When someone buys an appliance or 
some other household item, everybody 
in town knows it in a few minutes or 
at least by the next day. That helps 
us when we call back to be sure that 
the customer is aware of his free one- 
year service, as the tips for prospective 
buyers are passed along to us then.” 

Cady recalls one customer who had 
come to the store to look over a 
freezer, but couldn’t make up her 
mind whether she would buy it right 
then. He decided that she was a good 
prospect to call on in the home. 
When he loaded up his trailer with 
the freezer, the prospect was quite 
surprised to see him at her door. After 
he made the sale, she confessed that 
she just couldn’t have refused when he 
had gone to all the trouble of renting 
1 trailer to bring it out to her home. 
Cady ruefully admits that it was a joke 
m her. He bought the trailer when 
he and Jacobs went into business this 
summer and it had a “For Rent” sign 
lettered on the front which he had 
been too busy to paint out. 


Three Displays 


Aside from the floor display that 
Mason Appliances keeps on freezers, 
Jacobs likes to keep one on the side- 
valk in front of the store. “People 
see it better out there than they would 
in the window or in the store,” says 
I “For one thing, they almost 
have to stumble over it when passing. 
It can’t be missed when it sits on out 
street. Of course, when we are 
driving down the road, showing and 
delivering freezers, that, too, helps to 
give our freezers some display.” 

Advertising in the newspaper is 
done about every other week, and 
ibout every other insertion is on freez 
ers. Although the firm has been in 
business only part of the year, they 
have made a great effort to push freez 
ers. “Why not?” questions Jacobs. 

It has been a little gold mine for us 
We have discovered good pl spects 
get to them 


Jac IDS 


busy 


ind a darn good way to 
for a sale.” 

When another prospect had been 
given a sales pitch for about an hour 
one Saturday evening, Jacobs decided 


‘that he was a good prospect but that 


the store just wasn’t the place to sell 
him. Naturally, their trailer-to-the 
home technique proved capable of do 
ing the job—and in less than 30 min 
utes too. Jacobs cautioned, however, 
that as in anv other method of doing 
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business there are certain factors that 
must be observed to ensure best re- 
sults: 

“First, try to surprise them when 
you go out to their homes. Don’t tell 
them that you'll come out to their 
house and show it to them. 

“Second, go in the evening if at all 
possible. 

“Third, another suitable time is the 
day after a heavy rainfall. The roads 
are all good around this part of the 
country and are always passable. How- 
ever, after it rains, the farmer can’t go 
out into his fields, thus he is not 
inconvenienced by your call. 

“Fourth, never go out during the 
harvest season. During the day all 
the hands are in the field, and at night 
everyone is too tired to talk business. 

“Fifth, never tell about the trailer 
in ads or to people in the store. Keep 
it as a secret weapon. 

“Sixth, although we both go out to 
homes on calls, our busy schedule only 
permits one of us to go ata time. W« 
try to make about three or four calls a 
week. We've had greater success 
when both of us were able to go on a 
call together, for between us we can 
keep up the ,conversation and _ sales 
pitch at an effective pace. 

“We call back on prospects soon 
after we have sold the freezer, and 
many of them develop questions about 
how to take care of frozen goods. If 
thev haven’t been to our Frozen Food 
School, they will appreciate any help 
we give them,” Jacobs explains. 

Whether it is the freezer, a refrig 
erator, range or any other appliance, 
the trailer has been the successful ap 
proach to sales for Mason Home Ap 
pliances. Business has been so good 
during the summer months that thev 
still have their outdoor sign in the 
back room. 

“We just haven’t had a minute to 
install it in front of the store,’ Cady 
grins. “Anyway, everybody knows us 
here in town, and we have a good loca 
tion, about 100 feet from the square, 
so maybe we won't put it up for a 


while.” End 


TELEV/SION 
CONVENTION SHOW 


“THE WAY THEY APPLAUD 
LOOK.” 


I'M AFRAID TO 
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Whey gatd the nicest things 


atoul ; LA CK STONE MN... 


5 
{ 


\ 


This issue. 2,100,000 copies 


@ “Laundry or Breakfast Room” is the title of an in- 
teresting story which FAMILY CIRCLE told to its 
more ages two a home-maker ag ee pe = 
real life story of how an enterprising e 
moved the canter upstairs—from basement to break- 
fast room—and combined both functions in sixty-four 
uare feet of = pees uae tea eadeee taty : ve 
asher and Dryer, side i ited only 54 
inches of wall space. The r is vented through 
floor pede A Blackstone Portable Ironer com- 
letes the laundering equipment. Only with Black- 
ce Appliances could this compact efficiency have 
been accomplished. And alert editors and critical 
home-makers, alike, recognize the “news value” of 
Blackstone accomplishment. mye 


BLACKSTONE CORPORATION 
JAMESTOWN, N.Y, 





wh 





See the 1952 Blackstone Exhibit 


SPACE 544A—AMERICAN FURNITURE MART 
Chicago Winter Market 


PRODUCT OF 
AMERICA’S OLDEST WASHER MANUFACTURER 
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Where will 


Here’s an important sales fact for you to remember: 
Mrs. Housewife in your community relies on the 
‘yellow pages’ of the telephone directory for 
buying information. Surveys prove that year 

in, year out, 9 out of 10 shoppers throughout 

the nation use the ‘yellow pages.’ 


You can direct the housewives in your commu- 
nity to your appliance store by using the ‘yellow 
pages’ to advertise your business. Simply have 
your name listed under the branded products 
and services you offer. 


Your directory representative will be glad to 
furnish facts about the ‘yellow pages’ as an 
effective sales tool. Check with him on his 

next visit; or better still, call your local telephone 
business office now for further information. 
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A Way with Records 
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record concerts is worked out carefully 
by Carty. All of every new album can- 
not be played during the 14 to 2 
hours that is practical for such a con- 
cert—nor would it be sensible from 
a promotion point of view. So Carty 
selects the best portion of each album, 
that which will most nearly convey an 
idea of the composition and the ar- 
tistry of the performance. On the 
mimeographed program which each 
“concert-goer” receives is the order 
of the selections, the full details on 
the album, composer, and artists. 
Carty also arranges the program con- 
tinuity with great care, just as a live 
concert would be arranged. He sched- 
ules a variety of music, a balanced 
presentation ot violin, plano, organ, 
etc. He avoids prolonged vocals as 
well as albums of what he calls “the 
ultra-modern classical which has lim- 
ited appeal.” Usually, however, he 
will include one selection of a type of 
music which is not yet generally un- 
derstood, or a new recording of some 
of the masters’ works which have not 
had wide acceptance. His purpose is 
to try easily, but steadily, to widen 
his audience’s musical tastes and con- 
sequently his own market. 

Carty, it should be noted, is able 
to select the best parts of the albums, 
schedule a variety of types of music, 
recommend the lesser known music, 
etc., only because of having, himself, a 
highly developed knowledge and ap 
preciation of music. However, his 
knowledge has been developed by him 
self, not through formal training. Al 
though he was once a church organ 
ist in his native Lowell, Mass., he had 
nothing more than his original home 
piano lessons after turning to appli 
ance selling as a profession. 


Sales By Phone 


As a second method to cover his 
primary market area, El] Paso, and 
the military personnel at the very 
large nearby bases, Carty uses the 
telephone. Using both his memory 
and the complete records that he 
keeps on every classical album buyer, 
Carty notes the customer's general 
preferences in music and comparing 
those to the list of new releases, he 
has a basis for a telephone call. As 
practically all such customers are 
regular patrons of the Popular Dry 
Goods Co., with charge accounts, 
Carty will accept the customers’ ver- 
bal order and deliver or mail the al- 
bum. It has not been infrequent for 
Carty to sell out his first shipment 
of a new album by this ‘phone method 
before it has been displayed on the 
floor. 

A natural parallel sales method for 
a store that has regular customers hun- 
dreds of miles away is direct mail. A 
post card to to album collectors, ad- 
vising each of the arrival of an album 
to the type fitting his known musical 
tastes, can build profitable business 
for the record department. Direct 
mail is used by Carty also to build 
trafic for special sales, but such a 

(Continued on page 60) 
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Again... Throughout 1951... 


AMERICA’S MOST-WANTED 
REFRIGERATOR! 


Because the Public knows— 











Because Dealers know 


FOODS DON'T DRY OUT 


in an Admiral Dual-Temp 








DUAL-TEMP WAY: 

This “cold plate” of food 
bw left uncovered for 

four full days in an Ad- 





miral Dual-Temp. Cool, 
dewy air kept every slice 
moist, fresh and tasty. 

















OLD WAY: 

This “cold plate’—pre- 
pared at the same time 
—was left uncovered for 
four days in an ordinary 
refrigerator. All the foods 
are dried out, shriveled 
up... flavor is gone. 


And No Defrosting... EVER! 


Admirel owat-teme 


Admiral—Fastest-rising power in all the Appliance Industry 


ADMIRAL CORPORATION ¢* 3800 West Cortland Street * Chicago 47, Illinois 


a . 
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GET SET FoR ‘52 
WITH 


THE OLDEST NAME 
IN FREEZERS 


/1\\ 
SALES STYLED FOR YOU 
WITH A COMPLETE NEW LINE 


Interior light 
recessed in counter- 
balanced lid! 


Signal light 
smartly styled into 
nameplate! 
Handy, specially 
designed storage 
baskets! 


“Dutch” Freezer 
Plates —an exclu- 
sive Steinhorst 
feature! 


16 Cu. Ft. Model... 
also available in 12 
and 20 Cu. Ft. sizes! 


You get more ‘sell-ability’ with STEINHORST! 
Exclusively Steinhorst... “Dutch” Freezer Plates that hold the cold 
like a Dutch Oven holds heat—a blessed feature in the event 
of prolonged power failure! These new models are 


ultra-styled for modern living—more sales for you! 


STEINHORST —the oldest name in freezers—was the only 
freezer displayed at the 1939 New York World's Fair. 


THE Wat Kepucad FREEZER 


ON THE MARKET TODAY! 


Since 1908 ... the Steinhorst reputation is one of 
long standing —and the Steinhorst franchise promises 
you a prosperous future! Write Dept. EM-| now 

for complete information on the Steinhorst line! 


EMIL STEINHORST and SONS, inc. 


SINCE 1908 


UTICA, NEW YORK 


STEINHORST FAMED MILK COOLING PRODUCTS 


2 | 
ORY STORAGE BULK COOLER IMMERSION-TYPE 


SPRAY-TYPE 
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mailing goes to the regular mailing 
list of the store 

As a department store operation, 
Carty’s record section makes infre 
quent use of windows tor promotions. 
Ile believes that the windows ar 
more profitably used by departmenis, 
such as his own appliance department, 
which have more general appeal. How- 
ever, there have been exceptions. 
With something “really special” to 
offer, the window can be profitable— 
even though it is a “scatter shot”. 
Such was the case when Capitol re 
leased on an LP the singing of Peru 
vian Indian songs by Yma Sumac. 
Carty borrowed a collection of au 
thentic Peruvian Indian costumes, 
masks and musical instruments. Us 
ing these unusually brilliant props and 
copies of the album, called “XtaBay,” 
Carty’s display man created a window 
that received attention throughout the 
city. Carty sold every album he had 
and all he could procure. 


Put Displays Near Traffic 


Of extreme importance in build 
ing volume when records are part of 
i department store operation, Carty 
says, is the location of the displays 
in relation to store trafic. Whereas 
the purchases of regular customers 
may be the solid foundation of the 
department, the sales that come from 
traffic bring the volume to a profitable 
level. For a period when the Popular 
moved the store’s credit offices from 
their spot next to the records, traffic 
iles for Carty’s department fell off 
40 percent 

\ big factor in the record volume 
it Popular Dry Goods is the sale of 
hildren’s records. Display is the most 
important factor, says Carty. The 
ilert eyes of children can spot dis- 
lays at a distance, and close up they 
ire instantly able to spot albums 
vhich they don’t have. Without ques- 
tion, many of the sales of children’s 
records are made to provide the child 
with a bribe to keep him agreeable 
during the rest of the shopping trip 
However, Carty has a list of parents 
who want him to ‘phone them when 
he gets in something very special in 
children’s record albums. 

A factor in building volume for his 
record department is Carty’s arrange 
ment of displays. A display is a promo 
tion, he believes, and should be con 
sidered as such. He promotes sales 
of current popular albums and _ the 
children’s albums by giving them the 
outside spots where they can be seen 
by customers of other departments 
Inside the department is the usual 
single record counter where patrons 
may serve themselves or get assistance 
if needed. Racks of current 78 rpm 
classical album releases and a revolv- 
ing display of LP’s and 45’s are posi- 
tioned at the sides of the department 
where they can be located readily 
but where, also, thev enable customers 
to browse without being in a flow of 
traffic. Behind a counter in the rear, 
adjacent to the listening booths, is 
the department’s extensive stock of 
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classical albums. ‘These are kept in 
original covers, in keeping with the 
practice in most record departments, 
so that customers will be certain that 
the albums they purchase have not 
been played on a machine that was 
inferior in quality and which might 
have damaged the grooving. 

The mght type ot sales personnel 
can be a promotional factor in a record 
department just as it always has been 
in appliance merchandising, Carty be 
lieves. While he makes himself avail- 
able to those customers who make it a 
habit to ask for him and to rely on 
his judgement and recommendations 
in their classical album purchases, his 
duties as manager of two departments 
makes it impossible for him to stay 
regularly on the floor. He relies on 
Raul Negrette and Teresa Gardea to 
handle transactions with self-service 
customers and to promote sales 
through their ability to develop a fol- 
lowing of customers who rely on their 
judgment. Their knowledge and 
appreciation of recorded music is sup- 
plemented in a sales building way by 
their fluency in the Mexican language 
used by a large section of the Popular’s 
clientele. 

Behind Carty’s success in building 
sales for the Popular’s record depart- 
ment is not only his basic understand- 
ing and appreciation of classical music, 
but an equally sound understanding 
of the type of people who make up 
the market for classical records. He 
has found that prospects are every- 
where—“They are of all levels of in- 
come, all degrees of education, of no 
definite social or racial level. Thev 
have no common level of musical 
training or knowledge. The prospects 
for classical records have only one 
thing in common—a sincere appre- 
ciation and love of good music and a 
desire to have the albuins that will 
give them that music.” Carty has cus 
tomers who, if they wished, could 
write a check covering the cost of a 
complete library of classical record 
ings, and he has customers who hay 

Continued on page 64 
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SAY CAN‘T AFFORD A NEW VACUUM CLEANER?” 
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eline that never fails 
fo produce results 


There are two big-reasons basic to your business why the Preway 


line of gas and electric ranges is particularly important to you right 
now. 
Reason No. 1 Here are two short, well-balanced starter lines 
. that provide you — at your normal mark-up — 
Price with power-packed price appeal. 

You'll find gas and electric ranges equipped 
Reason No. 2 | with automatic operating advantages and 
a fe quality construction features that give true 

Performance fourteen carat luster to the price tag. 

In combination, these two merchandising forces that give women 
what they want also give you what you are looking for — PROFIT- 
ABLE SALES. In 1951, more dealers than ever before found Preway 
a sound way to stimulate business. Now is the time, before production 
limitations close the books for 1952, for you to get started with this 
line that never fails to produce results, 

See Preway at the Chicago Market .. . or if you can’t attend, or 
don't want to chance the wait, phone, wire or write today for full 
information. 


PRENTISS WABERS PRODUCTS Co. 


9121 SECOND STREET, NORTH, WISCONSIN RAPIDS, WISCONSIN 
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American Furniture Mart 


Tis 


drewuy Fully Automatic 
Electric Ranges — 4 Models 























On All Ranges — 
Huge, one-piece, welded and sealed oven — over 
5440 cubic inches. Full Titanium porcelain enamel 
— acid and stain resistant. Extra heavy diagonal 
truss construction. 


PAGE 61 








AD NO. IN A NEW SERIES 


SFL07-~ distributors 


Get Acquainted With Your #07 Distributor Executives! 


Got a problem? If it concerns modern appliance mer- 
chandising — put your problem up to your Thor distrib- 
utor. He’s in business to help you win more business ! 


Whether it’s how to attract more store traffic... how to 
discover more leads... how to turn prospects into buyers 
..or any of the many-sided aspects of advertising, mer- 


chandising, or sales and service... your Thor distributor 
can be depended on to give you the right answer! 


Shown below are a few more of the Thor distributors 
who serve Thor Dealers in 5 different territorial divi- 
sions. Get to know your Thor distributor better... and 
get to know better sales and profits! 


Western Division Midwestern Division Southern Division Central Division Eastern Division 


MR. C. H. GUYMON 
W. H. Bintz Company 
P. O. Box 1350 

Salt Lake City, Utoh 


MR. C. T. NYSTROM 
Kierulff & Company 
820 W. Olympic Blvd 


MR. WILLIAM LAWSON, JR. MR. E. H. WILLIFORD MR. T. N. FRENCH MR. MICHAEL A. ALAMPRESE 
Appliance Distributors, Inc. Carolina Sales Corporatior Peaslee-Gaulbert Corp. Inc. |. Feldman Company 


1409-11 Texas St. 1420 Evans St. 


El Paso, Texas Greenville, N.C. 


15th and Lytle 365 Charles St. 
Louisville, Ky. Providence 4, Rhode Island 


MR. R. P. FORD MR. D. M. GILTINAN, JR. MR. ROBERT C. HASLER MR. CARL M. MacDOWELL 
Modern Appl. Distributors, Inc. Eskew, Smith & Cannon Sa-Clar Distributors, Inc. Nelson & Small, Inc. 


15-21 E. Grand Brooks and Smith Sts. 


620 W. Fifth Avenue 68 Union St. 


Los Angeles 15, California Oklahoma City, Oklahoma Charleston 26, W. Virginia Gary, Indiana Portland 3, Maine 
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are the best in America! 


Profit With the Help of Your hor Distributor’s Salesman! 


What's new? If you want to keep up with what's 
new in washer selling —ask the man who knows: 
your Thor distributor's salesman. He'll help you 
keep up with the latest ideas in washer merchandis- 


Test his ‘what's new” score! Try the following 
quiz on your Thor salesman, next time he calls. 
Score 25 points for each correct answer. And if he 
doesn’t score 100, we'll give you a beautiful new 


ing—he’|l help you keep ahead of your competition, 


Parker “51” Pen and Pencil Set—absolutely FREE! 
He'll help you keep ahead in sales! 


Please use coupon below. 


Try this quiz! Win a new 
PARKER “51” 
pen and pencil set! 


QUESTION 
1. Why is the Thor Franchise the most valuable in the 
Laundry Appliance Industry? 


2. How can my distributor’s salesman help me get a new Franchise? 


3. Why does proper store and product identification play such 
an important part in the Thor Franchise? 


4. How can | build my business during the Holiday Season? 


I'm betting that your Thor salesman will score 100% 
on the above quiz! And you can bet on him to help you 
attract more traffic onto your sales floor — with dem- 
onstrations that hold traffic — with sales ideas that pow- 
erfully influence buying decisions in your favor. Try 
this quiz on your Thor salesman —he'll thank you for 
the test! 


M. R. (BOB) WILSON 
General Sales Manager 


Yhor CORPORATION, Chicago 50, Illinois 
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M. R. WILSON, General Sales Manager 
Thor Corporation, Chicago 50, Illinois 


I WIN! SEND ME NEW PARKER “51” 
AND PENCIL SET. 


My Name 
Firm Name 
Street 


City State _____. 


Zone 


My Thor distributor's salesman’s name is 
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MODEL 1011 IRON—(Illu The steady upward sales curve through thirty years 
time and effort 2 


sei r ae teas RPO cpa ew ie is convincing. Not only at Christmas but throughout the 
replacement by dealer n 1 no charge — with year more people are buying Dominion Appliances. 
brand nev 1 i ‘ tive wit 7 e is real 
that special : 
It takes no fancy formulas to figure the answer — 


simply that millions of users have found what they're 
looking for — dependable, good-looking appliances — 
at the right price. 


Dominion Appliances rate with the best 
— yet sell for less. Available through 
reputable distributors across the nation. 


“Se Be. 





MODEL 1601 COFFEE MODEL 2101 DEEP FRYER «¥* HOUSEWARES SHOW -—- Navy Pier, Chicago — January 
MAKER Handsome t Styl ing at nd performance = ‘ : 


4 See the complete line of Dominion household 
inexcelle at a price 


1atic flavor reg that ittracts new business. | Ippiances amily Favorites 
ip capacity 











RPORATION MANSFIELD, OHIO 


~~ 
A) \ 


? 
~ 
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A Way with Records 


ees CONTINUED FROM PAGE 60 


saved dimes regularly until they have 
enough for another album purchase. 
In between are the majority of album 
buyers, those who never are able to 
buy all they wish, but who are able 
by budgeting some money regularly 
to buy regularly. ‘These are the people 
to whom all Carty’s promotional 
efforts are directed in order that the 
money these people can afford for 
albums is used for albums, not shunted 
to some other spot in their entertain- 
ment budget. 

Behind Carty’s success in making 
the Popular’s record department a 
financial success is his attitude toward 
inventory. Like any other successful 
record department manager in the 
country, he knows that poor inventory 
control can ruin a record department 
regardless of its sales volume. Work- 
ing closely with the store’s merchan- 
dise manager, Earl Hardage, Carty ap- 
plies the typical department store ap 
proach to his record inventory: first 
know what is in stock at all times; 
second, check regularly how fast cach 
item is selling and compare it to an 
established turnover ratio; third, if it 
isn’t moving at a profitable pace, get 
rid of it—take a loss, f necessary, but 
get the money into an item that has 
1 profit making turnover. End 


Treasure in Trade-ins 
es CONTINUED FROM PAGE 39 eee 


future business is likely to come. 
Naturally, every job is done with a 
view to keeping the customer satisfied 
and receptive to future contacts. 

Particular attention is paid to the 
quality of materials as well as work- 
manship. Kaset boasts, for example, 
that the paint process used in the re- 
conditioning of equipment is of such 
quality that few reconditioning firms 
can equal the K & S finished product. 
\ balanced inventory of parts is assur- 
ance that emergency calls can be 
handled efficiently and quickly. A fleet 
of eight trucks sparks the company’s 
highly organized delivery service and 
permits delivery of an appliance usu- 
ally within four hours after its 
purchase. Four of these trucks have 
hydraulic lift tailgates for safer load 
ing and unloading. Drivers are re- 
quired to report in every hour in order 
to keep the firm’s delivery system 
functioning smoothly. 

“All of our department heads get 
together once each week to talk over 
sales plans, merchandise to be featured 
and to discuss ideas in general,” says 
Mr. Kaset. “We hold sales meetings 
on Mondays, Wednesdays and Fridays 
to keep the salesmen posted and on 
their toes. Sometimes the salesmen 
are given bonuses for quotas, and other 
incentives to increase their production. 
We get excellent cooperation from our 
distributor, McGregor’s, Inc., who is 
ilways ready to lend us a _ helping 
hand.” End 
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et of refrigeratiom 
market now exists 


2. “— intensive effort to all othet ucts in ¢ full recognition a to the i important way io 
ur line 19 PF roportion to the impor tan of each. our suc and that tof out dealers ss depend 
the Reta ail SU pervisot Salesma , Service 
3, Add new — that logically «* mplement our r, and Serviceman 
resent line, 9 nd where WE a eeribute im- 
portant improvements afin esi 
4, Continually s° seck ways mprov 1 Frigidaire 
oducts to kee cep them i in q ee os oily and 
appearance 12. In every © cep 25 O ur goal rhe building of 
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5. Price all products competitively» quality and 
service considered. on for 
See to 1 that Frigidaire merchandising plans. 
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LIFE makes good business 
better at the Electric House 





Ss YOU KNOW, the easing of Regulation W on August 1 
A upped business for the entire appliance industry. 
The Electric House, progressive 6-store California appli- 
ance chain, was no exception. 


But to make good business even better, the Electric 
House staged a chain-wide advertised-in-LIFE promotion. 


As Vice-President Bill Gilmartin tells of the results: 


“Thanks to LIFE, we achieved a greater sales in- 
crease than other stores in this area. We showed an 
over-all gain of 300% in August—the largest increase 
in our history.’ 


The reason? Most of his customers are LIFE readers. 


Most of your customers are LIFE readers, too. Each 
week, 23,950,000 Americans read LIFE. In! the course of 
thirteen issues, this audience grows to a vast total of 
62,600,000 different people—more than half of America.* 


So let LIFE do the same kind of selling job in your 
store. Even if your business is good, LIFE can make it 
better. There’s no better time than right now—during 
the highly competitive Christmas shopping season—to 

Customers of the Electric House outlet in Burlingame, California, were make LIFE your selling partner. 


shown ads they have seen in LIFE right at the point of sale. Remind your *From A Study of the Accumulative Audience of LIFE, by Alfred Politz 
customers, too. It can pay off week after week after week. Research, Inc. 


For even better business in your store — 


MAJOR APPLIANCES Waste King Pulverator Welsh Juvenile Furniture— Hammond Solovox—\% page 
4 page, color Vy page Dec. 10 RCA Victor Television — 
Camfield Toaster & Coffee- Dec. 10 Airfoam Cushioning—page, c. spread, color 
maker—Y, page Cannon Sheets—page, color Western Auto Radio and 
Brillo—Y page Lane Cedar Chest—page, color Television—page, color 
Shs. Excello Kitchen Towels— Dec. 17 Admiral Television—spread 
page, color 14 lines GLASSWARE AND RCA Victor Television—page 
Singer Sewing Machine—pg., c Dec. 10 Sunbeam Shavemaster - SILVERWARE Lester Pianos—' page 
. . . spread, color : Raytheon Television—'4 page 
Eversharp Electric Shaver— Dec. 3 € pms | ni : 
ame ¢ age, color plus 4 page 
Singer Vacuum Cleaner PR ated a a Rogers Bros. Silverplate— JEWELRY, CLOCKS, AND 
4 page, color page, color page, color WATCHES 
f — Vacuum Cleaner Schick “20” Shaver— page, ¢ Dec. 10 Holmes & Edwards Silverplate 
4, page . 


Dec. 10 General Electric Refrigerator 


page, color 


Dec. 3 Hoover Vacuum Cleaner 
spread, color 
Frigidaire All Appliances— 
page, color 


Westinghouse Appliances— 
page. color 


Dec. 3 Gruen Watches—spread 
1881 (R) Rogers (R) Silverplate Hickok Men's Jewelry—pg., ¢. 
—\% page Trifari Jewels—page, color 
Dec. 17 General Electric Vacuum Westinghouse Toaster ‘ 2 PS Dec. 17 King Edward Silverplate— Le Coultre Watches & Atmos 
Cleaners—page, color Justrite, Yellow Flash 8 : Clocks—page 
: Flashlights—42 lines Seth Thomas Clocks—page 


ec. 17 Thermos Brand Vacuum P ill ah 
SMALLER APPLIANCES Bottles—% page RADIOS, TELEVISION, REC- tens lade 
AND HOUSEWARES ORDS, AND INSTRUMENTS "Vy page, color 
Dec. 3 Schick “20” Electric Shaver HOME FURNISHINGS Dec. 3 RCA Victor Records & Albums Cyma Watches—¥y page 
page, color Dec. 3 Cannon Sheets & Towels— —spread, color Wyler Watches—¥4 page 
Sunbeam Mixmaster—pg., ¢ spread, color Crosley Television—page, c. Movado Watches—'%4 page 
Westinghouse Appliances Lane Cedar Chest—spread, c Motorola Television—page, Cc. Krementz Jewelry — Ym page 
page, color Chatham Blankets—page, c. Sylvania Television—page, c. Dec. 10 Elgin Watches—spread, color 
Honeywell Automatic Controls Cosco Household Stools, Chairs Stromberg Carlson Television plus page, color 
—page and Utility Tables—page, c. —page General Electric Clocks— 
O'Cedar sponge Mop—page Koolfoam Pillows—page, ¢ Arvin Television—'4 page, c. page, color 
Proctor Toaster—Y) page, ¢ Playtex Pillows—page, color Raytheon Television—'4 page Swank Men’s Jewelry —page, Cc. 


—pare 
Sunbeam Toaster—page, color pag’ 





Westinghouse Bulbs—page, c. 


“% page 
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feature these LIFE-advertised products 


Watchmakers of Switzerland 
—page, color 


Wadsworth Compacts—page, c. 


Flex-Let Watch Bands— 
4 page, color 
Marvella Pearls—'4 page 
Keepsake Diamond Rings— 
Vp page 
Westclox Clocks—\4 page 
Krementz Jewelry—¥% page 
Dec. 17 Forstner Watch Bands—l4 pg 
Dec. 24 De Beers Diamonds—page, c. 


STATIONERY REQUISITES 
AND CAMERA SUPPLIES 


Dec. 3 Eastman Kodak Cameras— 

page, color 

Eversharp Pen & Pencil Sets 
page, color 

Parker “51” Pen & Pencil Sets 
—page, color 

Royal Portable Typewriter— 
page, color 

Scripto Writing Instruments— 
page, color : 

Sheaffer Pens—page, color 

Ansco Film—page 

Revere Cameras—ly p 

Stuart Hall Writing Paper— 
4 page, color 


Texcel Cellophane Tape— 
Vy page 
Brumberger Photo Equipment 
—14 lines 
Dec. 10. Esterbrook Pens—spread, c. 
“Scotch” Brand Cellophane 
Tape—spread, color 
Gibson Greeting Cards—pg., c. 
Wearever Pens—page 
B. B. Pens— page 
Flo Ball Pens—42 lines 
Dec. 17 Parker Pen & Pencil Sets 
spread, color 
Eastman Kodak Cameras— 
page, color 
Brumberger Photo Equipment 
—14 lines 


OTHER 


Dec. 3 Schwinn Bicycles—page, color 
American Flyer Sleds—page 
Milton Bradley Games—page 
Block City Plastic Toys—'4 pg 
Parker Games—'4 page 
Huffy Bicycles—l@ page 

Dec. 10 General Electric Christmas Tree 

Bulbs—page, color 

Doepke Model Toys—'4 page 
Ideal Toys—28 lines 

Dec. 17 Parker Games—¥ p 
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The Electric House outlet in Palo Alto, 
Calif., stopped traffic with this attractive 
LIFE window. Bring life to your win- 
dows with LIFE in your windows to bring 
added customers into your store. 


9 Rockefeller Plaza, New York 20, N. Y. 


First in circulation 
First in readership 
First with retailers 


PAGE 67 





























Concentrate on 


Ask any housewife! What's the most used, the 
most important part of the range? The surface 
cooking units! And—women love the speed, 
uniform cooking heat, concealed, protected 
wiring, and the easy-to-clean features of TK 
Monotube* surface cooking units. Concentrate 
on these features and you'll close more sales. 
How? Try this double-barreled approach: 
Demonstrate Monotubes with every new range 
sales talk. Show how the Monotube coil stays 
up by itself and how exclusive “swivel action” 
makes this the easiest-to-clean unit ever made! 
Point out that utensils “stay put” on the broad, 
flat coil and how it provides up to 32.8% more 
contact with utensils for fast, economical cook- 
ing. Talk up the concealed wiring. Demonstrate 
that all heats are in the one coil. There are no 
“hot spots” or “cold spots”, no special switch 
positions to remember. Make sure your floor- 
men are familiar with Monotube advantages. 


And —use the manufacturer's display material! 
Aggressively promote Monotubes for replacement. 
It’s easy business to get. It’s profitable. And it’s 
easy to handle. We supply newspaper ad mats, 
suggested radio spots, folders for mailings and 
other sales aids. Sell a woman one unit and the 
other three sell themselves. TK Monotubes are 
quick and easy to install. And (very important) 
you need carry but small inventories for you 
can service practically any range with just 4 
basic units and 9 pans. 
Try this program and you, too, will sell 
more new ranges, make more service profits! 
Want the complete TK story? 
Ask your distributor about this 
profitable line. Or—write for 
our free catalog which con- 
tains full information on TK 
Monotubes and TK Water 
Heater Units for replacement. 
*T. M, Reg. U. S. Pat. Off. 


TUTTLE and KIFT, INC. 
Ce ubsidiany yf Fone Coperidion 


1835 N. MONITOR AVE. * CHICAGO 39, ILLINOIS 
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15,819 TV Prospects 


oes CONTINUED FROM PAGE 46 = 


ticipating dealer awarded two prizes 

an Arvin table radio and an Arvin 
clectric iron within the circles of his 
own trade. Then the dealer's two 
winners automatically became eligible 
entrants for the larger contest, em- 
bracing the whole distributorship, and 
the grand prizes. 

Prior to the public announcement 
of the contest, Merchants Distributors 
held a series of meetings with its deal- 
crs and outlined the contest. Arvin 
dealers had a choice of three sets of 
promotional material geared to the 
small, medium and large dealership. 
(he complete promotional package 
included co-op newspaper ads, stream- 
crs, broadsides and all the materials 
needed to announce and to service the 
contest. Katz interprets the contest 
idea as a method of giving his dealers 
a chance to make a profit geared to 
their own effort and enterprise. 

Contest announcement broke in 
ten of Merchants Distributors’ key 
cities. Ads carried coupons with which 
the contestant was to respond in the 
traditional 25 words or less and the 
contestant was instructed to bring his 
entry to the local dealer’s place of 
business. 

A series of ten follow-up ads ap 
peared in some forty cities during the 
period of the contest. Dealers them- 
selves tied in with the promotion by 
using specially prepared window dis- 
plays, banners and other point-of-sale 
material. When the contest closed, 
each dealer picked two winners from 
his entries, awarded them prizes and 
sent their names, together with that 
of a runner-up, to Merchants Dis- 
tributors. A board of impartial judges 
then picked the grand prize winners. 

Results from this three-month com- 
petition were as interesting as they 
were spectacular. The whole trading 
area became more Arvin conscious 
than it had been before. Floor traf- 
fic in the 125 dealerships participating 
increased noticeably. On the average, 
taking all the participants into con- 
sideration, the floor traffic increase 
was briskly ahead of the usual seasonal 
trade. And that in a period when 
“stickiness” was developing fast. By 
actual count, 15,819 people entered 
the contest. End 


“NO, MA‘AM, YOU DON’T SEEM TO HAVE THE 
RIGHT IDEA YET!” 
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Take 


GIVE YOUR CUSTOMERS THE ELECTRIC WATER HEATER 
STORY AND YOU TAKE PLENTY OF ORDERS! 


It pays to “give out” with the facts about Electric 
Water Heaters. Most customers will be glad to 
know that installation can be made anywhere in 
the house with this type of water heater, because 
there’s no flue or vent. This is a particular ad- 


vantage in today’s basementless homes. 


They will be glad to know, too, about the saving 
on installation, the minimum radiation losses 
because of short hot water lines. And especially 
these days, theyll be interested in the built-in 
long life of an Electric Water Heater and the 


minimum of service needed. 


The cleanness of electric water heating is some- 
thing every homemaker would like to have. The 
man of the house can understand how the fully- 





SELL 


ELECTRIC 











National Electrical M f s A iati 
ALLCRAFT - BAUER +- BRADFORD - CRANE-LINE SELECTRIC ~- CROSLEY .- 
HOTSTREAM - 


GENERAL ELECTRIC - 
PEMCO «+ REX - 


HOTPOINT - 
RHEEM + SEPCO - 


4.0.SMITH .- 


insulated tank cuts stand-by heat loss to the 
minimum. He'll also like the story of the auto- 
matic controls and ample storage capacity that 
keep hot water on tap any time of day or night, 
without any attention. 


And every time you give the facts to a customer, 
you'll realize again the advantages to you when 
you sell Electric Water Heaters—because you 
know the customer will be satisfied, and because 
you'll have a minimum of service calls. 


Don’t forget the clothes washer and dishwasher 
buyers—they’re “hot” prospects for Electric 


Water Heaters. 


Give the Electric Water Heater story and get your 
share of the tremendous volume now being sold! 


ELECTRIC WATER HEATER SECTION 





JOHN WOOD «+ KELVINATOR «+ 
THERMOGRAY .- 
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155 East 44th Street, New York 17, 
DEEPFREEZE .- 


Install the type of Electric Water Heater that best suits the job 
—tank-type or table-top. Be sure to sell a size that’s adequate! 


N.Y. 


FAIRBANKS-MORSE + FOWLER ~- FRIGIDAIRE 
LAWSON 
TOASTMASTER 


+ MERTLAND .- 
UNIVERSAL + WESIX - 


MONARCH + NORGE 
WESTINGHOUSE 
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BASE CABINETS! 
WALL CABINETS! 
SEALERS! 
FILLERS! 

SINK FRONTS! 
CABINET SINKS! 








All at ONE high standard of quality, 


from ONE dependable source! 


Now when you order your stock of every- 
thing for the kitchen, you can deal with 
one source—Murray—from start to finish! 

Think of the advantages! No worries 
about quality...you get one high stand- 
ard, perfectly matched styling. You have 
ONE source that is responsible for keep- 
ing delivery promises. You have ONE 
dependable manufacturer that can supply 


all your kitchen cabinet requirements. 

And Murray products are tops in the 
field. All-steel cabinet sinks with every 
modern convenience! Beautifully styled 
wall cabinets with concealed hand grips, 
silent doors and drawers, rugged con- 
struction! Matching base cabinets with 
durable Vinyl plastic tops! Many, many 
more SELLING FEATURES! 


VISIT us at our plant in Scranton, Pa.,...or when in Chicago, be sure to 
see the Murray Exhibit, Room 1124, Chicago Merchandise Mart. 


Full details of Murray Kitchens sent on request. 


DECEMBER, 


THE MURRAY CORPORATION OF AMERICA + HOME APPLIANCE DIVISION + SCRANTON 2, PA. 
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For refrigerators .. . 
more steel 

more aluminum 
less copper 





For ranges . 


more steel 
more aluminum 
less copper 


© Most major appliance lines lose some 
copper but get additional supplies 
of steel and aluminum 


® But electric housewares, despite be- 
ing included in essential list, suffer 


heavy cutbacks 


First quarter allotments of metals 
for household appliances reduce cop- 
per supplies by 10-million pounds and 
aluminum by eight million pounds 
under amounts handed out for the 
fourth quarter of 1951. 

It is a reduction which top mobi- 
lizers warn may drive some manufac- 
turers into red ink operations. 

The mobilizers made the cut by di- 
viding consumer durables into two 
groups. Appliances such as refrigera- 
tors, ranges and electric housewares 
were termed “essential for every day 
living”. Compared to the first half of 
1950, they got about 50 percent as 
much steel, 35 percent as much cop- 
per and 35 percent as much alumi- 
num. This is for the group as a whole. 

The second group is made up of 
items which, in the opinion of the 
allocators, can be either deferred by 
the buyer or can be made with sub- 
stitutes. Among items included in 
this group are venetian blinds, lamp 
shades, and costume jewelry. They 
got 50 percent as much steel as in 
the base period, ten percent as much 
copper, and 20 percent as much 
aluminum. 

TV and radio allocations were simi- 
lar to the “essential to every day liv- 
ing” group of products. They ran 50 
percent of the base period for steel, 35 
percent for copper and 35 percent for 
aluminum. Planners said this would 


provide for 600,000 to 700,000 TV 
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sets and for one million radio sets, 
with manufacturers allowed to shift 
allotments between products as they 
like. 

Housewares Hit Hard. Within 
these groups, there is great variation. 
Among the hardest hit are small 
household appliances—toasters, irons, 
coffee-makers, grills. They took a 30 
percent cut in copper compared to 
this quarter, and a 25 percent cut in 
aluminum. They will give up 786,000 
pounds of copper, second highest 
among the consumer durable groups. 
Their loss of aluminum will be 1,349,- 
000 pounds. They also lost some 
steel. 

By comparison, refrigerators will 
give up more pounds of copper— 
1,096,000. But this was a loss of only 
17 percent from the fourth quarter. 
(To partially offset this drop in copper, 
refrigerator makers won a healthy in- 
crease in aluminum and a small one 
in steel). 

Electric ranges did much _ better 
than non-electric types. Electric 
range makers had their copper cut 33 
percent but they won small gains in 
steel and aluminum. 

Among the major appliances, wash- 
ing machines escaped with one of the 
lightest cuts. They will give up 360,- 
000 pounds of copper, a 23 percent 
loss. But they received a sizable gain 
in steel and the largest aluminum in- 
crease handed any of the appliances. 


1951 





For washers . . . 
more steel 
more aluminum 
less copper 


Heavy Copper Cuts. As a general 
pattern, copper reductions were the 
most severe, with steel holding fairly 
even and aluminum running in be- 
tween. Home and farm freezers, how- 
ever, were given a pattern of their 
own. They held almost even on cop- 
per, but were handed a third less 
steel and a third less aluminum. 

The wide range between types of 
products is pointed up by the most 
favored product—floor polishers. They 
got gains all around—more than twice 
as much steel, almost twice as much 
copper and more than double the alu- 
minum. Allocators said this was to 
adjust fourth quarter allotments which 
were too low. 

At the other end of the list are a 
group of products like portable lamps, 
which were rocked by a two-thirds 
cut in both copper and aluminum, 
and a smaller cut in steel. 

Nobody knows exactly what these 
allocations mean in terms of output. 
But there is some good news in them 


For small appliances .. . 


less steel 
less aluminum 
less copper 


for distributors and retailers. For one 
thing, the fourth quarter figures con- 
tain material for appliances which 
wound up in military establishments, 
never going through trade channels. 
The figures for the first quarter are for 
civilian use only. Manufacturers will 
get extra allocations for military appli- 
ances. 

Shifts, Substitutes. Manufacturers 
will still be allowed to shift metal 
from one product to another, so long 
as they conform to the product classes 
as defined by NPA. Planners will 
probably shift some products from 
class to class. But manufacturers will 
be allowed to concentrate on goods 
where demand is liveliest. 

Substitutes will be widely used, but 
with varying impact on production. 
Makers of vacuum cleaners, for ex- 
ample, are doing an effective job of 
using plastics in place of scarce metals, 
But there isn’t much that can be done 
to replace nickel in the heating ele- 
ment of a range. 


How They'll Share the Available Metal 


Steel (Tons) 
4th Ist 
Quar. 


Quar. 


Refrigerators . 123,157 
33,067 
38,242 


21,408 


Ranges, electric .. 
Washing machines 
Freezers, farm & home 
Small appliances 
(except fans) 11,639 
Fans 5,795 
Laundry equipment 
(except washers) . 


dich h 
D $s, $s 


13,522 





& other serv. machines 
Vacuum cleaners 


5,081 
4,377 
Sewing machines 1,884 
Floor polishers .... 87 
Radio-TV-Phonograph 21,250 


125,856 
33,470 
40,582 
14,971 851 


10,957 
6,230 


13,535 


5,862 
3,874 
1,553 71 
211 23 
19,162 


Copper 
(000 tbs) 
4th Ist 

Quer. Quar. 


6216 5,120 

670 447 
1538 1,178 
836 


Aluminum 
(000 Ibs) 
4th Ist 
Quar. Quar. 


7,707 = 8,047 
1,185 = 1,192 
4,794 5,168 

687 401 


2,559 
686 


1,773 
474 


5,391 
685 


4,042 
624 


208 98 322 330 


665 


2,165 
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Frospecls tot You... 


Day after day, the people in your territory who are going to build 


their own new homes are located | 


news gathering organization 


Then .a book of catalogs, illust 


the varied products needed for new 


) 


ra 


the world’s largest construction 


ting and describing 


homes, is mailed to these prospects 


of yours. This book Home Owners’ Catalogs is used and kept 


} 
while these prospects are planning what they will want to buy 


for their new homes. It is important to you that the products you stock, 


show and sell are completely described to these buyers befor: 


they make their final decisions. 


WESTINGHOUSE 


Find out how you too can 
get the names and addresses 
of hand-picked, pre-sold 


prospects in your territory*. 


Write today to: 


That is why Westinghouse distributes 
its booklet, ‘Electrical Living . 

how to have it,” in each copy of 

Home Owners’ Catalogs. Westinghouse 
know's this is the way to do a thorough 
pre selling job for you Westinghouse 
knows these home-planners are 
outstanding prospects for you because 
they must buy the kind of things 


‘ 1] 
YOU SCILIL. 


rhese prospects are also in the market 
for the many other new-home products 


described in Home Owners’ Catalogs 


HOME OWNERS’ CATALOGS 


119 West 40th Street, New York 18, N. Y. 


DECEMBER 


Nothing New in ‘52 


Radical model changes are one 
problem that appliance dealers won't 
have to worry about in 1952. 

Effective February 1 manufacturers 
of consumer durable goods will not 
be permitted to buy machine tools 
for new models. Small changes will 
be allowed with existing tools, but 
major shifts of size or type—anything 
requiring new machine tools—must 
be postponed until the new order is 
lifted. 

Some appliance firms will introduce 
new lines before the February dead 
line but a quick canvas of manufactur 


| ers indicates that in most cases these 


new lines will be only modifications of 
current models. 

The new order is aimed at clearing 
tool makers’ order books to give d 
fense orders clear sailing. 

The tool order constitutes a big 
move toward standardization. ‘The 
next step may well be a limit on the 
number of models produced—al- 
though government officials deny that 


such an order is vet in sight 


Taxes and Ceilings 


Government price regulations have 
been amended to reflect changes in 
excise taxes which went into cffect 
November ] 

Manufacturers can add the exact 
dollars and cents amount of any tax 
increase to their present ceilings. 
Similarly, in cases in which excises 
were reduced, they must reduce their 
prices. This provision does not apply 
to lowered tobacco excises, however.) 

Retailers and wholesalers who have 
customarily taken their markup on 
the total manufacturers’ price (includ 
ing excises) will be allowed to con 
tinue that method. Those wholesalers 
and retailers (gas station operators, for 
example) who have customarily passed 
long mercly the exact amount of an 
excise tax will be allowed to continue 
that method 


How Much Housing? 


Shortages of copper and brass prod- 
icts (due next spring) are expected 
to limit housing starts to between 
$00,000 and 850,000 homes next 


year. That’s a drop of 300,000 from 
the estimated 1951 total. Present 
copper and brass inventories may Carry 
most builders through until spring, 
but the National Production Author 
ity thinks that by then shortages will 
be so acute that some type of federal 
restrictions may be necessary. 
Government officials think two con- 
ditions will affect the local home 
builder's freedom of action. The first 
lies in the hands of the builders them- 
selves: if they rush into construction 
without adequate stocks on hand and 
expect to obtain materials later, some 
type of government interference wil! 
be necessary. Second, considerable 
housing will be assigned to critical 
areas and to Wherry-act housing units; 
it’s a question how much will be left 
for unrestricted development by indi- 


‘ 
vidual builder 
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ix these magagines 


SATURDAY 
EVENING POST 


BETTER HOMES 
AND GARDENS 


GOOD HOUSEKEEPING 
AMERICAN HOME 
HOUSE BEAUTIFUL 

PARENTS’ 
TIME 


Hamilton. 
@ Beginning this month and cali the original 
continuing throughout 1952, startling ads 
like this will appear in every one of AUTO MAT i C C LOT yj E S D RY E i 


the magazines mentioned above. 
Powerful, big magazines. Millions of 


families will see them. These ads will 


make Hamilton sales come easy. 


MAKE SURE YOU MAKE THE SALES... 
MAKE USE OF THIS 4 e. Se ee 
HAMILTON ADVERTISING MATERIAL! N eeppee. III 1 a 


drying action cradles clothes in 








aan warm air. 
®@ New Billboards @ Envelope Stuffers HTH 
| @ Hi-Power Exhaust System 
® A complete new direct mail campaign controls condensation and 


| 
. ; 11}}|>-—_« linting problems. 
@ Special sales presentation that works free . . . to sell 11] ee 
more Hamilton Dryers for you QU miaainageta Rraat Ahmet a 


leaves clothes fresher, sweeter. 


®@ Hamilton Lint Control, twice as 
HAMILTON MANUFACTURING COMPANY ¢ TWO RIVERS, WISCONSIN 


efficient, far easier to clean. 
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7 REA\CTOR 
= “The Gift That 


is better than 


4 





“Victrola” T.M., Reg. U. S. Pat. Off RCA VICTOR— 
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...And A Huppy.- Prosperous Nefpdicar 
sf 


21” RCA Victor 
Rockingham 21T178 
Pers 





(x 


A 
Caldwell 177182 





Sook 
21” RCA Victor > 
Clarendon 211179, 


Keeps on Giving ne 


17” RCA Victor 
Covington 177172 


ever this year. eels 


RCA VICTOR @ #& 


DIVISION OF RADIO CORPORATION OF AMERICA 


ONLY RCA VICTOR HAS 
THE “GOLDEN THROAT™ 


World Leader in Radio... First in Recorded Music... First in Television 
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gs 
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PORTABLE IRONER 


a with women because (A) it is so easy to use; (B) 
saves time; (C) eliminates ironing day drudgery: (D) 
is reasonably priced. 


R with dealers because it sells quickly at good profits. 


Elbow contro! leaves user's hands free to guide clothes. 21” wide 
roll, Thermostatic heat control. A red light indicates when current is on. Motor is 
wholly enclosed. Non-slip rubber guard. AC current. Bright chrome and white 
ename! finish. 


UTILITY HEATER 


A very attractive model finished in choice of white 
or brown porcelain enamel. Reflector and dress 
quard are chrome plate. Well made to do a good 
heating job for years. Equipped with double radi- 
ants and cast-iron burner. !2,000 B.T.U. 16” high, 
11” wide, 6%" deep. 


Model 2123 for L.P.G. gas 
Model 2123.B tor Natural and Mig. Gas 


AGA 
Approved 


* RADIANT GAS HEATER 


For fireplace or living room—it's 
cheerful and an excellent heat pro- 
vider. Body is in one piece finished 
in brown porcelain enamel with har- 
monizing brown and ecru backwall 
and radiants. Reflector and dress 
guard are chrome plated. Solid brass 
valve and durable cast-iron burner. 
A.G.A. approved. 


17%" high, 1842" wide. 8” deep, 20.- 
000 B.T.U. Shipping Weight 31 Ibs. 


No. 2205 for Natural and Mig. gas 
No. 2205B for L.P.G. gas 


ORDER FROM YOUR JOBBER 


or write for literature on full line of Ironers, Electric and 
Gas Heaters, and Lawn Sprinklers. 


WHEN 
IT’S AN 


ARMSTRONG 
DEPEND ON IT! 


IT’S THE BEST 
OF ITS KIND 





Price Ceilings Move Up 


New OPS orders allow manufacturers to pass on 
increased costs; dealers can pass along some of the 
boosts, may soon get higher ceilings themselves. 


OPS has finally brought its price 
regulations on appliances and other 
manufactured goods into line with the 
Capehart amendment 

Che changes will mean higher ceil 
ings on radio-T'V sets, washers, refrig 
erators and other items now held 
down by manufacturers orders. In 
some cases, however (where costs de 
prior to July 26), roll-backs 
may result. 

These changes at the manufactur- 
ers levels will probably not produce 
any real problems for appliance deal 
ers. On products covered by CPR-7, 
the dealer merely applies his cur 
rently allowed mark-up to the new fac 
tory invoice price. But for products 
under the General Ceiling Price Reg 
ulation (this includes major appli 
ances), the dealer cannot pass the in 
crease along 

On the surface this may seem ver 
unfai But OPS points out that it 
should be some time before the manu 
facturers’ price increases show up in 
the dealer's invoices. By that time, 
OPS hopes, orders taking care of the 
dealer will be out 

In fact, dealers mav be in for fur 
ther boosts in their own selling prices. 
When OPS, gets around to imple 
menting the Herlong amendment to 
the new Defense Production Act—the 
one that guarantees the right to usc 
historical percentage margins—still fur 
ther retail price increases may be per 
mitted 

No Surprise. The new regulations 
pack no They give the 
businessman just about evervthing he 
knows is coming to him under the 
language of the law. 

In broad outline, the pricing 
method laid out by the new orders re 
sembles the formula already in effect 
under existing OPS manufacturers’ 
regulations: cost increases up through 
1 specified date can be added to prices 
in effect during specified pre-Korean 
base periods 

These are the 
the orders 

Base Periods: The old base period 
was April 1 through June 24, 1950 or 
inv one of the three previous calendar 
quarters. ‘The new amendments limit 
the choice to (1) the period from 
Januarv 1, 1950 to the outbreak of 
fighting in Korea (June 24) or (2) 
either of the first two calendar quarters 
of 1950. 

Cut-Off Dates: Cost increases can 
now be reckoned by manufacturers 
through July 26, 1951. Previously 
the deadline was December 31, 1950, 
for materials and March 15, 
1951, for labor costs 

Cost Definitions. Amendments pet 
mit inclusion of overhead costs as 
well as direct factory labor and ma 
terials cost increases. Such things as 
depreciation in excess of normal, profit 
distributions under profit-sharing plans 


Cre ased 


SUTPTISCS. 


major provisions of 


costs 
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or as bonuses, interest, excessive ex 
pense accounts and inventory losses 
are still ruled out, however. 
Effective Dates: Manufacturers can 
take advantage of the new orders as 
soon as issued. All they have to do is 
file new ceilings on Form 100 by 
registered mail; once they get their re 
turn receipt they can make the 
changes, subject of course to post 
audits. However, any manufacturer 
still pricing under the General Ceiling 
Price Regulation must come under the 
new orders by December 19. A maker 
who switched to CPR 22 or 30 before 
last month’s changes can stay under 
the original order as long as he likes 


Taxes Take Toll 


October was not a happy month for 
those who do most of their reading on 
the financial pages of the newspaper. 

Nine month earnings statements be 
gan to reflect the sharpened bite of 
nigher Corporate income taxes Appli- 
ince, radio and television manufac- 
turers were among those feeling the 
shock, as even record sales could not 
hold carnings at 1950 levels 

General b.lectric’s sales, for mstance, 
reached a record high in the first nine 
months of the vear, but net profit was 
24 percent below the record set last 
vear. Provision for federal taxes for 
the period was 105 percent ahead of 
last year 

Nuch the 


inghouse ’s statement 


same was true of West 
Sales set a new 
high but net income after taxes was 
more than six million dollars under 
last vear’s figure. The Westinghouse 
tax bill was up almost 103 percent 

RCA’s sales set an all-time record in 
the first nine months of the year but 
earnings after taxes were about $15 
million under 1950. (Earnings before 
taxes were almost $22 million off ’50.) 

Ihe story was even unhappier for 
firms which do a large share of their 
business in the consumer market and 
have no heavy industrial or commercial 
trade to bolster their earnings. Thor 
Corp., for instance, reported net sales 
for the nine months totalling $17.5 
million; last vear it was $21.2 million. 
Net income this year was $223,692; 
last vear it was $887,183. 

‘or the three months ending Sep- 
tember 30, Magnavox reported net 
sales of $5,011,000, less than half of 
the comparable figure last year. Net 
carnings after taxes dropped to 
$20,000 as compared to $781,000. 

Some firms, however, had a much 
brighter picture to report. Sylvania 
innounced that its sales and net in- 
come for the nine month period had 
both reached new highs. Sales were up 
36 percent (despite a third quarter 
drop below 1950 levels) while earnings 
ifter taxes were up 20 percent. 
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The makers of 33 leading washing machines say... 


“Use Surf in 


our machines” 


and No-Rinse Surf is the only 
non-soap detergent all 33 
recommend to dealers 
and housewives ! 


1. BRINGS "LOST" SALES BACK TO LIFE! 


No-Rinse Surf can turn your wringer-type machines 
into work-saving wonders—and save the sales you 
may lose when customers want an automatic, but 
balk at the cost! Just tell those customers: “With 
No-Rinse Surf, all you do is wash—wring—and the 
dirt rolls out!” And of course it’s equally ideal for 
automatics! 


2. KEEPS CUSTOMERS CONTENTED! 

You’re sure she'll stay sold, when you endorse 
Surf for use in your machines! Because No-Rinse 
Surf leaves not a bit of scum on the clothes or 
in the machine! It saves water! Saves work! 
Even in hard water, Surf floats the dirt away. No 
need to bleach or blue. Surf gets clothes clean 
to the eye, soft to the hand and so fresh-smelling! 


Free Years Supply of 
NO-RINSE SURF 


3. NOW! PULL PROSPECTS IN WITH 
THIS PROVED SURF PLAN! 


Tie in with the tremendous success of No-Rinse Surf 

~as dealers everywhere are doing! Offer a free case 
of Surf with every purchase of a machine—and 
watch the customers pour in! For full details of 
the plan, write Lever Brothers Company, Dept. 379, 
80 Varick Street, New York 13, N. Y 


P. S. IT'S THE ONLY WASHDAY PRODUCT APPROVED BY THE U.S. TESTING CO. FOR “NO RINSING,” T00° 
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OLD PALS A. H. Noelke 


front of Hotpoint’s Lloyd Sweetland 


secretary of AHLMA 


and L. G. Hertzler of G-E greet each with an enthusiastic handshake in 


CHAIRMAN Howell Evans, Hamilton 
vice-president, spent most of his time 


This ls The Way We Wash Our Clothes... 


Highlight of the Fifth National 
Home Laundry Conference held re 
cently at the Commodore Hotel, New 
York, was the reluctant admission that 
synthetic detergents and electric wash 
ing machine 
iutomatic, 


both conventional and 
ire not entirely compatible 

I'he situation, a long-suspected fact 
imong home economists and other 
laundry specialists, was brought into 
the open at the two-day Conference 
held under the sponsorship of the 
American Home Laundry Manufac 
Association. Over 300 home 
economists in education and industry 
and representatives of magazines and 
newspapers attended 

In introducing Easy’s Philip P 
Glassey, chairman of a special sub 
committee set up by the AHLMA’s 
engineering committee to imvestigate 
troubles thought to be stemming 
from the use of synthetics, Mrs. Julia 
Kiene, chairman of the Association’s 
home economists’ committee and di 
rector of the Home Economics Insti 
tute, Westinghouse, said 

“There seems to be some question 
n the minds of many about the use 
of synthetic detergents in automatic 
washers. These detergents, fortunately 
or unfortunately, remove grease. This 
is good for the clothes, but it is 
seemingly bad for the laundry equip- 
ment. Synthetics keep wringer roll- 
ers, bearings and finishes clean, but 


turers’ 
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Home economists and writers attending AHLMA's 


fifth home laundry conference find that wash-day pre- 


sents problems not covered by the nursery rhyme 


rollers stick, due to the r 
moval of grease from the roller, and 
bearings wear out, because there is 
no greasy deposit left to protect them, 
is was formerly the case with soap 
Synthetics will take off zine or cad- 
mium plating, but it is possible to use 
plating such as chromium or nickel 
plating that will not be affected, so 
perhaps it is an engineering problem. 
Damage done by synthetic detergents 

not confined to the automatic as 
many folks believe. The conventional 
has had its share of trouble, 
00 The situation, however, is not 
too serious, as things are being done 
by both industries to correct the 
difficulties.” 

Said Glassey: “Our first reaction 
vas to blame the new product—syn- 
thetic detergent. We found about 
1000 formulas of synthetics on sale 
throughout the country. However, 
only about a dozen have national dis 
tribution. Some washer manufactur 
ers set up laboratories to study the 
problems, and it has been found that 
some synthetics do accelerate the rate 
of corrosion of materials. Some are 


wringer 


“ ishe I 


rough on aluminum some are harm- 
ful to zinc die castings and zinc plat- 
ing. 

“The larger producers in both fields, 
however, have taken these problems 
in hand and something is being done 
about them. It may even mean re- 
studying the whole problem of fin 
ishes,” he concluded. 

Asked if synthetics should be 
recommended to the consumer in the 
meantime, Glassey said a good rule 
is to follow instruction booklets of 
the individual makers. He added 
“For apparatus manufactured prior to 
1949-1950, it might be wise to recom- 
mend soap. Since that time most 
manufacturers have taken care of the 
more obvious faults.” 

The Other View. On the other side 
of the picture, Foster Dee Snel, 
head of Foster Dee Snel, Inc., con- 
sulting chemists, New York City, said 
the industry has nothing to fear from 
synthetics. He introduced a new term 
“syndets” which is coming to be 
widely used in chemical circles to re- 
place the more cumbersome “syn- 
thetic detergents”, and said: “Syndets 
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have enjoyed phenomenal growth in 
the past five years. More than a bil 
lion pounds were sold in 1950, which 
is about a third of the entire soap 
sales for the year”, and he predicted 
that svndets will reach 14-billion 
pounds next year barring war. In 
Snell’s opinion the main problems 
presented by syndets in automatic 
washers are over-sudsing and rinsing. 
G-E’s Walter C. O’Connell gave 
three basic reasons for some of the 
difficulties encountered in automatic 
washers: ‘First, much of the trouble 
stems from the fact that when indus- 
try was converting to civilian produc- 
tion in 1946 people weren’t willing to 
wait for a perfected model. Second, 
the automatic washer is still in its 
infancy. It is the first automatic de- 
vice brought out to do so many things 
at a time for the homemaker. And 
third, it has been oversold. Industry 
has been too eager to tell the house 
wife she is getting a product that will 
relieve her of all labor without effort.” 
“Conventional washers accounted 
for more than 54 percent of the total 
washer sales this year,” said Frank W. 
McGrath, vice-president, Appliance 
Mfg. Co., “in spite of the fact that 
salesmen and home economists have 
played them down. The washers 
have practically sold themselves.” 
“There are many homes where a 
conventional washer is the only type 
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HOST COMMITTEE member Walter Kauffman, Lovell chief REASONS WHY mojor appliances are no longer in the Land- 
engineer, and Maytag’s Roy Bradt, member of the reception ers, Frary & Clark line are explained by E. L. Farquharson to 
committee, greeted conference visitors. Joseph Groshans, Speed Queen. 


at podium introducing speakers like 
Dorothy Darragh of Calgon. 


that can be used,” McGrath stated 
About 550,000 will be built this 
year. In years to come conventional 
washers will still hold an important 
place in the home laundry picture.” 
Marshall S. Wellington, New 
Haven Water Co., said a good rule 
to follow when having laundering 
trouble is to consult with the water 
supply people in the community 
Water varies in quantity and quality 
depending on the source of supply— _— PIONEER home economist, Katherin i 
river, lake or large reservoir. It also Good ahve stn Suaieca’ tells @ omanaae pln INDIVIDUAL DISCUSSIONS had to wait for between-sessiong 
fluctuates in hardness with the sea- from AHLMA president George Castner. intermission, were often serious, as exemplified by James 
sons, depending on rain and snowfalls Britt of Mullins and A. C. Scott, Apex. 
Dorothy Darragh, director of home 
economics, Calgon, Inc., discussing 
good water conditioning for home 
laundering, pointed out that there arc 
two types of chemical water softeners 
on the market—the alkaline precipitat- 
ing type, and the non-precipitating 
type. The non-precipitating type, 
Miss Darragh said, is best for launder- 
ing. It ties up the hardness minerals, 
keeps them in solution, leaving the 
water clear, so that when soap is added 
1 suds forms immediately. It is also 
kind to fabrics, colors and skin, and 
produces better soil removal. 
New Fabrics. Dr. Pauline Berry 
Mack, director, Ellen H. Richards 
Institute, Penn State College, told of 
a study she is making of the launder- 
ability and wearability of some of the 
newer man-made fabrics — rayon, 
Orlon, Daytron, Acralon, Dynel and 
glass fibers. In most of these fabrics 
dyes present the greatest problem. 
Colors bleed when water washed and CONVENTIONAL WASHERS were discussed from the rostrum | WASHERS AND SOAP were a natural subject when Norge’s 


when dry cleaned. Dynel, which by F. W. McGrath (right), Appliance Mfg. Co., also got an H. L. Clary got together in the anteroom with Paul N. Berner 
bleeds badly in the dark shades informal going over with Dexter’s John Ward of the Tide Home Laundering Institute. 
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Magic Maid and 
Son Chief—both going great guns coast 
to coast. Why- Because each line has a distinct “edge” on competi- 
tion. Magic Maid has the top-drawer features of the “top-priced” 
toasters. But it sells for considerably less. 


Son Chief appliances have a solid reputation based on years of de- 


pendable performance. 


most budget-minded customers. 


But the price tags they carry appeal to your 


Some customers are quality minded. Others are price buyers. With 
Magic Maid and Son Chief appliances you can sell every customer! 


MAGIC MAID AUTOMATIC POP-UP TOASTER 
Fully Automatic, 2-slice toaster with adjustable color control . . . makes 
perfect toast every time. Brilliantly polished chrome finish, Bakelite 
panels and handles, hinged crumb tray, smartly engraved sides, heavy 
duty heater cord, sturdy rubber plug, automatic shut-off. And it’s priced 


far lower than you'd expect. 


SON-CHIEF 388 

AUTOMATIC IRON 

A “just right’ 41% Ibs. Air cooled, 
black Bakelite handle highly 
polished sole plate, precision heat 
controls, chrome plated through 
out. Fool-proof dial marked with 
materials to be ironed. Com 
piete with cord and plug 


SON-CHIEF 680-A TOASTER 
The value ace of low price toast 
ers. Mica element, torpedo han- 
dies with cord to match. Designed 
and priced for fast sales, built 
to last for years. 


SON-CHIEF 

SPEEDOMATIC HEAT PAD 805 

Made for wet or dry applications 
3 positive temperatures, auto 

matically controlled. Deep-piled 

soft, with luxurious cover. Packed 


in eye-catching 4-color boxes 


SON-CHIEF 


) SUN-BOWL HEATER 710U 


Adjustable model with chrome- 
“swirl pattern reflector 
jepanned, non-tip 


SON-CHIEF 

AUTOMATIC IRON 334 

lower in prite than many non 
automatic irons ... a 1000 watt 
streamlined beauty. High chrome 
finish, precision thermostat, at- 
tractive wood handle. 44 oz. of 
compact efficiency 

SON-CHIEF 

AUTOMATIC TOASTER 622 
World’s biggest selling popular- 
priced automatic . because it's 
easy to sell and stays sold! Ad- 
justable to any shade of toast. 
One stroke starter, automatically 
pops up when toast is perfect 
Sparkling chrome finish 


SON-CHIEF Evcctxccs, Juc. 
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BADGE WEARERS Hal Biddle, lronrite sales manager, and AHLMA secretary 
A. H. Noelke joined to welcome the association's engineering consultant, 


David Hays. 


navy and brown—proved successful 
when used as a blanket fabric. 
Constance MacCarthy, home econ 
omist for Dynel, displayed a_ pastel 
blanket which had been washed five 
times without noticeable shrinkage or 
felting of the fibers. Miss MacCarthy 
warned, however, that Dynel is a ther 
moplastic fiber, which cannot be dried 
in an automatic dryer unless heat can 
be controlled to 135 to 150 degs. Heat 
ibove 190 degs. sets wrinkles in this 
fabric permancntly, Dynel 
ilso ironing 
t Many iron 
Miss 


. 
sne said. 
quires verv low flat 


tempcratures, (220 degs 


manufacturers iccording to 


MacCarthy are putting lower setting 
on their | 
new fabric 

\lavtag’s 


ixicty to ll, 


irons to take care of the 


Irene Goodhue said 

we frequenth oO" 
ind under-educate Peopl 

id ads believe 

tion and are 
| 
I 


them without 
disappointed with 
instruction book 


xO MANY 


lets are a mass of hard-to-read techni 
cal words.” 

“A woman's original attitude 
toward an ironing machine is bad,” 
said Hal L. Biddle, sales manager, 
lronrite, Inc. “She thinks she can’t 
use it This deters a positive sales 
This attitude can only be 
demonstrations—at 

home and in the 
Iqually important is the afte: 
sale demonstration in the home.” 

In a panel discussion on dryers and 
ironcrs, Frigidaire’s Fred M. Mitchell 
traced the phenomenal growth of the 
industry in the last few 
It jumped from 3,700 units in 194¢ 
vhen only one manufacturer was mak 
ng them, to 450,000 units m 1951 
vith 17 manufacturers in the field 
Mitchell predicted that 10 million 
dryers will be purchased by American 
iomemakers in the next 10 vears 
they 
have 


approach 
changed by fairs, 
exhibits, shows, 


tores 


arvc! years 


would K to sec 
better 


Users say 


future drvers humidity 


IMPORTANCE of their subject is emphasized by gesture of Betty G. Wads- 


worth, Woman Home Companion 


Julia Kiene 


DECEMBER, 


as she talks to Westinghouse’s 


famous 
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Ske dj i 


Pah x, 


Mm (Good Keasons 
for a 
Merrier Christmas and a 
ie epPer New Year for 


Zz 





o 
Zi 


van 
i kK RETAILERS AND THEIR 


[Of oN CUSTOMERS ! 


+++ most amazing 
/ i PA te: ae . steam or dry iron 
COOKERS S FAN ge ever invented! 


-.. outsells all other 
brands combined! 


NATIONAL PRESSURE COOKER COMPANY 
General Offices and Factory: Eau Claire, Wisconsin 
Branch Factories: Los Angeles, California; Wallaceburg, Ontario, Canada 
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ow Cokiag 


“Insta-Matic” Clock 


...with a new 


You'll find prospects really perk up and take notice when 
you tell them about automatic cooking and explain how 
simple it is to use the ROPER “Insta-Matic” clock control. 
@ Here’s fully-automatic oven operation that completely 
eliminates watching and waiting. From the time she places 
a roast or full meal in the oven until she removes it, tender 
and delicious, she is free to take the path of her choosing 
even though it leads many miles away.-@ Ask us about the 
distinctive line of ROPER Gas Ranges. They’re engineered 


for use with any gas, including liquefied petroleum gas. 





Popular Roper CROWNING ACHIEVEMENTS 


"Roper-Glo” 
Broiler 


Burner 


Alltrol Bake-Master” 
Cooking 


Chart 


Large 
Staggered Bake-Master™ 
Cooking Top Oven 


Exclusive 
Center-Simmer 
Burners 


ci temo mm cel 17 mee) a0) -Usle), Be Ca ee 


Offices and warehouses in principal distribution centers 
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WELL EQUIPPED with woter pitchers, Dole Valve’s John Goodwillie, Whirl 
pool’s R. M. Mitchell and Speed Queen’s T. A. Barry watched proceeding 


ontrol of lint, easier 
cost installation, and 
control of shrinkage of certain 


control, better 
unloading, low 
better 
fabrics 
Mrs. Helen ‘Tangen, home econo 
mist, Hamilton Mfg. Co., pointed out 
that instructions for using an auto- 
matic dryer are simple; Walter | 
Kauffman, chief engineer, Lovell Mfg 
Co., emphasized that caring for the 
dryer was also a simple matter. 
“Location of the dryer should be 
discussed at the time of sale,” he 
added. ‘‘Here the dryer people have 
a challenge in educating architects.” 
Reporting a dryer study recently 
conducted at Ohio State University, 
Dr. Elaine Knowles Weaver pointed 
out that the dryer cuts ironing time 
50 to 60 percent. Researchers found 
that the dryer saves 34 hours a week, 
or 23 eight-hour workdays in a year. 
In a panel discussion of ironing 
machines, Dave Hays, engineering 
consultant to AHLMA, said only one 


ironer is sold to every 10 washers, in 


spite of the fact that the ironer saves 
400 times morc than the 
washer. ‘The trouble is, according to 
Hays, that ironers require more me 
chanical manipulative skill. Said Hays 
“If ironing was done by men instead 
of women, our problem would be 
much simpler.” 

The National Sanitation Founda- 
tion Committee, another AHLMA 
research committee, presented for the 
first time a new means of accurately 
gauging the bacteria removal perform 
ance of automatic washers in homes 
ind in self-service laundries. 

In the method demonstrated, radio- 
active isotopes, which are secured from 
the Atomic Energy Commission, are 
used to measure the amount of bac- 
teria remaining on clothes after wash- 
ing. Swatches of cloth are saturated 
with a culture broth of bacteria which 
has been irradiated with radioactive 
material. A geiger counter then 
quickly picks up the “tagged” bacteria 
and records an accurate count 


energy 


SHORTAGE of the aluminum necessary for his dryer vent pipes is discussed 
by Robert B. Klein (right), Dry-R-X Co., with Frigidaire’s F. M. Mitchell. 
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A healthy cow exhales about two gallons 
of water per day; and a herd of a hundred, 
almost 6,000 gallons a month...In a tight 
barn, in cold weather, the trapped moisture 
makes doors and windows swell, walls and 


rafters get mouldy; the building rots and 


5 


sags, hay spoils, disease increases, and milk 


production falls. 


So the smart dairy farmer air-conditions his barn 

ind SUCCESSFUL. FARMING in a recent issue tells 
Him how to do it, at an operating expense ot Si per 
COW per year 

Architect, builder, ventilating engineer, trafhic 
and maintenance expert... as well as manufacturer 
of grain, meat, milk, and eggs... the smart farmer 
finds that SuccesstUL FARMING is indispensable to 


his business —and his family. 


Farming is manufacturing... with problems of 
plant and production, layout, equipment efficiency, 
mechanization manpower, management . getting 
greater Output of crops and livestock, at lower unit 
costs, with higher profits. 


Keeping pace with her husband's progress, the 
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Mrs. Manufacturer wants the best in modern living 
..is the home decorator and designer, selecting 
draperies and floor covering, new furniture and 
furnishings, tv, labor saving electric appliances... 


is a major prospect for quality merchandise. 


Best market for manufacturers are the nation’s 
best farmers and their families... best reached by 
SUCCESSFUL FARMING, with more than a million 
circulation concentrated in the fifteen agricultural 
Heart states...with the best brains, land, livestock, 
and plant, highest investment in buildings and 
machinery, largest yields and incomes. ‘The average 
SF subscriber's yearly earnings easily exceed the U.S. 
farm average by 50%. 

Advertising in general media misses much of the 
nation’s best farm audience ...needs SuccessFuL 
FARMING to balance your national advertising effort. 
With potent penetration, high readership, broad 
influence based on almost a half century of service, 
SUCCESSFUL FARMING is your greatest appliance sales 


opportunity today. Ask any SF office for full facts 


MEREDITH PUBLISHING COMPANY, 
Des Moines, also New York, Chicago, 
Cleveland, Detroit, Atlanta, 


San Francisco, Los Angeles. 
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BY ANNA A. NOONE 


Consume! peakin f t i 
selves and thr f their 
home-making magazine 


ugh the editor 
had t 
to speak their mind on vacuum 
ers during the first Hon Vacuum 
Cleaning Conference held | 
New York 
On the 
umers poke 


men 


hance 
lean 
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who manufa 
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Also 
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brush. 
polishing " 
finer bru le 
f buying an extra set of 

ib] ft bristles for present 
ner 1 t of 
runners (resembling a small sled 
would not catch in chair legs 
Mrs. Edwin A. Gaunt, New 
home maker, one of Dr. Ws 


in the clean tud 


hac 
inter 
ind on tank 


olid 
that 


Jerse 


is important.” 
you feel the h« 
idded 

Another need brought out 
Gaunt, was a place in each 


Mi 


ommunity 


AN EARFUL on 


the housewife 


nomics Assn.. wt 


; wants in a vaccum cleaner is provided for C. G. Frantz 


poke at the VCMA-sponsored c 


nference 


Apex, by Mrs. E. F. Russell of the 


Cleaner Conference 


1 homem 
infor mn 
ill cleaner 

Mrs 


demonstration 


ini¢ 
make 


France 


Conn., 
ustomer 
veight 


winding 
ndings 


reported 
own t 
greater 
cords, 
fewer attachmer 
mentioned 
mndent 
motor 
is tl 
upstal 
cleaning could 
1 switch 
Dr. Grace B 


One cus 


Gerard, direct 


iker Can get unbiased 


1 demonstration 


on 


Whitcomb, home 


went of New 


that very few 

wo machines 
maneuverability 

eas empty bag 
its mo job 
most often by her 
tomer said she’d 
ind dust bag in one 
1¢ ellar, ittach 


readilv accessible so 


ind 


be done at the flip of 


yr home 


Hunter Colleg said 
college girls lean toward cleaners that 
sy to pull around, easy to lift, 
to empty “My girls are 
ompletely allergic to emptying dirt, 
he said, “which makes disposable bag 
cleaners highly desirable.” In_ this 
onnection, she added, disposable bags 
hould be easier to find in stores at 
reasonable prices 

One problem her girls would like 
olved is how to clean shag rugs:with 
present cleaners 

Hand-type cleaners, according te 
Dr. Gerard, are too heavy for average 
female wrists. “Couldn’t motors be 
made lighter?” she asked 


Dr. Earl McCracken, 


management, 


irc Ce 


ind easy 


hotisehold 
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engineering specialist, U. S. Bureau 
of Human Nutrition and Home Ec« 
nomics, urged that more uniform test 
procedures along the lines of the 
American Standards Association pro 
be made available to inter 
ested parties. In this way a purchase: 
could find the right cleaner for he: 
individual needs. 

An Editor Speaks. Helen W. Ken- 
dall, Good Housekeeping Institute, 
said above all she would like a cleaner 
that is easy to get at when needed. She 
expects her cleaner to de all dusting, 
high and low, including flat and highh 
polished surfaces as well as fine drap 
ery and upholstery fabrics. It’s not 
unfair, she thinks, to expect a cleaner 


cedures 


MERCHANDISING 





V. 1. P. at the conference was Dr. Elaine Knowles Weaver, who was cornered after 
peech by Mart Manly of Electrolux and Westinghouse’s R. E. Dobson. 


A PLACE TO STAND was all! that was needed for conversation between K. Wat- 


nd R. C. Osborn 


»f Eureka-Williams 


and Joseph Nuffer, Air-Way 


LEWYT’S Alex Lewyt (right) had fun between sessions kidding Birtman’s Dick 
Simmons while George Scott and W. A. Nixon of Birtman laughed. 


EXCHANGE of 


Bernice Strawn 


viewpoints 


between editors 
Woman's Home Companion, and GE's R. A. Orr visit 


and manufacturers was frequent. 


Housewives and women's magazines editors, talking frankly on what they like and 


dislike about cleaners, steal the show at the first home vacuum cleaner conference 


do an adequate rug and ca pet 
leaning job so that outside cleaning 
rvices are not necessary That, ac 
ding to Mrs. Kendall, is as much 
a woman has a right to expect from 
i vacuum cleaner. Suggestions for at 
hments that wax floors, clean floor 
irfaces and rugs with wet or drv com 
inds are highly impractical, in her 
ypinion. ““Manv women,” she said, 
using their cleaners for 
were never designed for. And 
hemicals used, wet or dry, to 
lainpoo rugs, eventually will 
ere with the normal efficiency of the 
hine P 


purp SCS 


inter 
f 


this 
racturers id¢ of th 
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Walter Dietz, president, Electrolux 
Corp., said: ‘‘Powders used for clean 
ing rugs have peculiar properties that 
ie likely to clog the filters. If they 
must be they should be used 
only immediately prior to emptying.” 

C. G. Frantz, president, Apex Elec 
trical Mfg. Co., pointed out that paper 
bags for cleaners have been in exist 
ence for 31 years, although only in 
recent vears have they been put into 
general use. He also stated that manu 
facturers are fully aware of the necd 
to reduce the weight of cleaners. Som¢ 
slight progress has been made along 
these lines, especially in parts other 
than the motor 

Magnesium and plastics will take a 


used, 
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greater part m construction m future 
machines,” he continued, ‘although 
popular demand indicates a 
preference for metal rather than plas 
tic parts.” Resistance to plastics ® 
largely due to unhappy experiences 
encountered with plastics in the past, 
but with the miracles now being ac 
complished in this material, resist 
ance will soon be overcome, he said 
In answer to a question about r 
search in magnetic removal of dust 
particles from the home, R. J. Sim 
mons, vice-president of Birtman Elec 
tric Co. said that considerable work 
has been done along this line in the 
past few irs, but he is not in posi 
tion to announce anything as yet. 


now 


In the opening address of welcome, 
George H. Scott, president of the 
vacuum Cleaner Manufacturers’ Asso 
ciation, and president of Scott and 
letzer Co., Cleveland, said that while 
the vacuum cleancr industry is a 
growing and ambitious industry, the 
future 1s not too encouraging at pres 
ent with critical materials being di 
verted to defense production. “In 
spite of the fact that the cleaner has 
proven to be even more indispensable 
to the homemaker in periods of wat 
economy,” he added, “future produc 
tion will undoubtedly be curtailed be 
cause of defense requirements.’ 


(MORE PICTURES ON PAGE 88) 














Heres Why the Nations 
ee 


Proved advantages made available to 

aggressive quality dealers through the Hotpoint franchise 
reflect the far-sighted business philosophy 

by which Hotpoint has grown to leadership! 


® HOTPOINT FULL-LINE LEADERSHIP. Successful 


dealers are aware of the seasonal peaks and valleys 
in individual appliance sales, there- 
fore recognize the need for a full 
line to make every month a selling 
month. With Hotpoint you have a 
full line of appliances, some of which 
are in popular demand every month 
of the year—a high plateau of year 
‘round selling which produces 
steady, sustained year ‘round profits. Furthermore, 
during the past five years, a whole new concept has 
entered the appliance marketing picture. Today's 
modern homemakers want complete all-electric 


kitchens and home laundries, not just one or two 


electric appliances. The trend is well established. 
Hotpoint's full line allows you to capitalize on this trend. 
Hotpoint pioneered the electric range, electric water 
heater and automatic dishwash- 
er. Hotpoint also produces and 
aggressively promotes the finest 
automatic washers and dryers, rotary ironers, food waste 
disposers, food freezers, and matching metal cabinets. 
The wisdom of Hotpoint's early development of a 
full line for the all-electric home is demonstrated by 
{_—S the fact that other manufacturers are 
only now beginning : 
to make an effort 
to expand their facilities to fill out 


their line. 





»  « Te Mocemeuat Tranchite 





RANGES + REFRIGERATORS - DISHWASHERS - DISPOSALLS® - WATER HEATERS - FOOD FREEZERS 
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Touemost Dealer AQY +». 
Industry's FOREMOST FRANCHISE! 


© HOTPOINT LEADS IN THE PROMOTION OF year ‘round retail merchandising. 
LOW-SATURATION APPLIANCES. The future of Hotpoint dealerships are discrim- 


any appliance dealership lies in the active promotion _inately appointed to adequately 





of today's low-saturation appliance. serve every 
With every wired home a prospect, market.Am- 
Hotpoint provides its dealers with ple territory 
a completely developed sales pro- is afforded each dealer to allow 


gram on Automatic Electric Dish- full return on his merchandising 


washers, Automatic Clothes effort. Weigh the many advan- 


Washers and Dryers, Water Pi tages enjoyed by Hotpoint Franchised Dealers, then 
Heaters, Food Freezers, Rotary talk with your Hotpoint distributor to get the full story. 
lroners and Food-Waste Dispos- There may be a Hotpoint Full-Line 
ers to penetrate this low-saturation field. In the not Franchise open in your area. 
too distant future, those appliances which comprise 
today's list of low-saturation products will become as 
much in demand as today’s refrigerator. And Hotpoint 


is taking the lead in bringing about this transition. 


° WOTPOINT'S FULL-LINE FRANCHISE 


provides one source of 
supply with which to cash 
in on the trend to all- 
electric kitchens and 


automatic home laundries and one source 4 3 
‘ ian , uf Before you sign 

of service responsibility. Hotpoint fran- ey = . 
any franchise, 
you owe it to 
yourself to review 


chised dealers have the advantage of 


preferential service, simplified credit, 


streamlined inventories and full value a 3 Hotpoint’s franchise 
. - TS ° program for 1952. 

from Hotpoint’s advertising and ae : 
P ae 9 F ; Have your Hotpoint 


inthe Ludaghy! . lia 











AUTOMATIC WASHERS - CLOTHES DRYERS + ROTARY IRONERS - CABINETS HOTPOINT, Ine. (A Generel Electric APiivete) 


5600 West Taylor St., Chicege 44, Hlineis ~ 
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MODEL 143A 

Attachments 
available 
2-speed 
control 


You can’t miss with the 
CADILLAC line because: 


e Cadillac’s liberal discount 
policy gives you MORE 
PROFIT PER UNIT. 


@ Cadillac cleaning efficiency is easily dem- 


onstrated. You close sales quickly, easily. 


e Your prospects are thoroughly pre-sold. 

MODEL 800s —~ 
Complete with 
attachments 
2-speed control 


Cadillac national advertising has been tell- 
ing homemakers month-in, month-out 


about Cadillac’s fast, thorough cleaning. 


\HOUSEHO* ie 
so, \ atid a HiNAll\\ = Ou Pinyy 


’ Noii) 
POLS ale 

i ’ A . ~~ 

\ “it 

mate % 

~“e 


If you are not alreudy a 
Cadillac dealer, write us 
for complete informa- 
tion about the Cadillac 
line. Find out how you, 
too, can make more 


profit per unit 


CLEMENTS MFG. CO. 


Dept. A * 6666 S. Narragansett Ave. * Chicago 38, lil. 


For more than 40 years, sold only by reliable dealers and distributors 





At the Cleaner Conference 





NO PLACE TO SIT was no problem for Westinghouse’s W. E. Slabaugh, Jr., 
conference committee chairman, when visiting with Hoover's W. W. Powell. 


HAPPY Lee Moss of Landers, Frary and Clark and M. T. Weaver of Regina 
Corp. swapped smokes and trade talk during conference intermission 


HOW MANY jobs a cleaner should do interested Helen Kendall of Good House- 
keeping in conversation with William Cashman of L., F. & C 
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AN EXTRA SHARE OF PROFITS 


Feature Revere Tape 
Recorders—Perfect Gift 
for All the Family 


For Christmas shoppers looking 
for a gift that’s unusual . . . that 
will be enjoyed by every member 
of the family from junior to 
grandpa . . . that will be used 
often and in many different 
ways .. . nothing fills the bill 
more perfectly than a Revere 
Tape Recorder! A phenomenal 
profit-builder all year, it’s a 
natural to break all records dur- 
ing the Christmas season, be- 
cause it’s the gift that has 
everything, the gift everyone 
enjoys. Display and demon- 
strate the new Revere now, for 
sensational holiday sales! 


Revere AA \ONG PLAY Tape Recorder 


A miracle of electronic achievement, 
the amazing new Revere DeLuxe 
LONG PLAY Tape Recorder opens a 
new world of entertainment and educa- 
tion for the whole family —opens a new 
world of extra sales and profits for you! 
In addition to all the regular Revere 
sales-clinching features, it embodies 
outstanding advantages no other 
recorder offers! 


ULTRA-LIGHTWEIGHT — Lightest weight 
of any automatic long-play recorder on 
the market—amazingly compact and 
easily portable! 


EXCEPTIONAL FIDELITY — Superb tonal 
quality, especially on difficult musical 
passages, has won praise of leading 
musicians and critics! 


EXTRA-ECONOMICAL— Records two full 
hours of voice and music on a five-inch 
reel, using only half the ordinary 
amount of tape! 


Write today for complete information 
about the new Revere DeLuxe Long 


Play Tape Recorder. 


REVERE CAMERA Co. + CHICAGO 16 


Revere TAPE RECORDER 





witTH 


MODEL 1-500 DeLuxe, 2-hour play. Complete 

with microphone, radio attachment cord, 2 

reels (one with tape) and carrying case. 
$179.50 


MODEL TR-600 DeLuxe, with built-in radio. 
$219.50 





MODEL T-100 Standard, 1-hour play. Com- 
plete with microphone, radio attachment 
cord, 2 reels (one with tape) and carrying 
case. $169.50 


MODEL TR-200 Standard, with built-in radio. 
$209.50 








WORLD’S LARGEST SELLING TAPE RECORDER 
Z 
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New Westinghouse Decorator Lamp for 
use in overhead fixtures. Beautifies 
and modernizes old fixtures . . . 
more sparkle to new fixtures . . . gives 
softer downward light 


has unusually attractive appearance 


NEW WESTINGHOUSE DECORATOR LIGHT BULB 
BUILDS BIG PLUS BUSINESS! 


Seldom a one-bulb sale, womer ; 
buy these in lots of 3 to 6, to You'll see greatly increased activity at your bulb counter the day you 
fill multiple-socket ceiling fix- 


tures. Westinghouse Decorator put this new Westinghouse Lamp on display. A real stopper because 
Lamps will provide immediate y 


yee ga in your lamp of its new shape and color, this bulb sells itself on sight. Customers 
see at a glance how the new lamp will dress up overhead fixtures. 
It also reminds them to buy regular household bulbs. So you get 
higher profits from this 40¢ item . . . plus greater over-all lamp 
volume. Ask your distributor about this bulb, or write Lamp Divi- 


sion, Westinghouse Electric Corp., Bloomfield, N. J. 


ORDER TODAY 


every customer. All you have 
to do to sell this bulb is stock 
it and display it! 


e 
FREE “Decorator neds. YOU CAM BE SURE...1F 11's Westinghouse 
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DISCUSSING the program at the recent Southeastern Electric 
Exchange conference are C. C. Walther, New Orleans di 
tributor, and T. B. Smiley, Carolina Power & Light 


ALSO GOING OVER the program for the conference ore J 
Henry Keele, sales promotion manager for Florida Power & 
Light, and Ed N. Avegno, New Orleans Public Service 


ADVICE on capturing a share of the 
automatic dryer and washer market was 
offered by Bendix’s Harold P. Bull. 


PREDICTIONS on what the future holds 
for the appliance trade were made by 
Westinghouse’s T. J. Newcomb. 


Less Supply, More Demand 


Southeastern Electric Exchange conferees hear 
Newcomb predict a continued, but limited, supply of 


appliances next year 


BRIGHTENING the audience were these utility home service gals. From left to 
right are Mrs. Amy Thompson, Mrs. Eva Gae Malone, Miss Vivian L. Marshall 


and Miss Edith Hitchcock. 
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What's the first half of 1952 going 
to be like in the appliance business? 

Well, there ought to be some refrig- 
erators, ranges, television sets, water 
heaters and automatic washers to sell, 
but there’s no guarantee there'll be 
anything like enough to satisfy your 
needs. 

Anyway, that’s what speakers at the 
general sales conference of the South- 
eastern Electric Exchange believe. The 
conference was held October 31- 
November 2 at the Roosevelt Hotel in 
New Orleans. 

Limited Supply. Foremost among 
those who foresee a sound economy, 
higher national income and a con- 
tinued, but limited supply of appli- 
ances is T’, J. Newcomb, sales manager 
of the appliance division, Westing- 
house Electric Co. 

The outlook for the availability of 
products in the first six months of 
1952 can best be stated in terms of 
comparison, Newcomb said. The in- 
dustry is constantly being warned that 
further material cuts will be necessary, 
possibly up to 10 percent. If this 
takes place, Newcomb concluded, 
the output of available goods might be 
somewhere around 40 percent less 
than it was in the last six months of 
1950, and in the range of 30 to 35 


percent less than in the last six 
months of 1951. 

“We feel that the outlook is very 
good for selling whatever electric ap- 
pliances are available,” declared the 
speaker, “even to the extent of there 
being a possible shortage in the peak 
spring period. To be sure, there will 
be heavier carry-overs of this year’s 
models on some products, like refrig- 
erators and ranges, than any year 
since the war. Yet, with the apparent 
cuts we face in the first six months of 
1952, they could well be needed.” 

Advice for Dealer. One way in which 
the dealer can better his position and 
sharpen his selling in 1952, is to work 
in full cooperation with the utilities, 
Mort Farr of Philadelphia told the 
meeting. Farr is president of the Na- 
tional Appliance and Radio Dealers 
Association. 

“The appliance and television re- 
tailer couldn’t exist in that form to- 
day if he had no utilities furnishing 
power to his customers. Large and 
powerful as many are, the utilities 
couldn’t hope to perform the func- 
tions of the nation’s 100,000 appli- 
ance retailers. Unquestionably we 
can serve our respective customers 
better if we work together.” 

Farr listed four steps which the 
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SMALL DEALERS SELL MORE.... 


"Bay City goes for color. 
Sold out (Regent Model 

first day. All other dealers 
green with envy. Please 








rusn us more. 
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- Largest Seller Model RPT 

“SMAn Doing $164.95 
It's a new idea in washers — sunshine color 
to brighten the room and the job. Increase 
your store traffic — increase your margin 
with this striking new washer — backed by 
fifty years experience and a five-year guar- 
antee. Send for literature giving full details 
and specifications. 


Furniture Mart - Space 1753 - Jan. 10-17 
— 


Model EP Model KPT Model BP 
$134.95 $154.95 $114.95 


available with or without pump 


10wn include pump 


Womans Puchi, WASHERS 


Product of 
CENTRAL RUBBER AND STEEL CORPORATION 
Findlay, Ohio 


DEPENDABLE WASHERS FOR OVER 50 YEARS 


dealer and the utility can take together 
to meet joint and mutual merchandis- 
ing obligations. These were (1) the 
promotion of low-saturation items 
through exchange of promotional and 
merchandising formulas; (2) the ac- 
celeration of trade-ins by acquainting 
the public with NARDA Blue Book 
values on the present appliances it 
owns, by encouraging radical style 
changes in major appliances to make 
people conscious of the out-of-style 
status of their own equipment, and by 
the improvement of selling and servic- 
ing used appliances in market areas 
which do not compete economically 
with the markets for new appliances; 
(3) keeping appliances and television 
operative through service and repair 
“drives”, conducting service clinics for 
retailers and proving to the consumer 
that it is cheaper for him to operate 
the appliance than to let it sit by 
unused; (4) the creation of better 
merchants through concentrated effort 
by utility and dealer organizations. 

Product Analyses. The home freezer 
market for 1952 will depend to a great 
extent on successful dealer-utility pro- 
motions, according to Ed N. Avegno 
of New Orleans Public Service, Inc. 
He outlined the successful campaigns 
staged by his organization last year, 
during which dealers sold 1,255 units 
in a two-month period. 

Home service will carry the ball to 
a larger extent than ever during 1952, 
Miss Edith Hitchcock, of the Alabama 
Power Co. home service department, 
told the conference. Home servicc 
speaks the language that women know 
and understand, declared Miss Hitch- 
cock, and the technique nowadays is 
to tell the story of the complete 
modern electric kitchen. 

The opportunity for dealers to ob- 
tain a good share of the great potential 
market in clothes dryers and auto- 
matic washers in 1952 was pointed up 
by Harold P. Bull, sales manager of 
Bendix home appliance division. He 
said a recent survey showed that elec- 
tric dryers installed through 1951 ‘are 
consuming each month 79,044,500 
KWH and that the possibilities of 
greatly increasing this load during 
1952 was evident. Bull urged the 
dealers and utility men not to depend 
too heavily on the weather angle in 
selling drvers but rather to stress sav- 
ings in time and money, sanitation 
ind contributions to better living. 

Other speakers, whose subjects dealt 
with various utility and power prob- 
lems, included C. A. Tatum, Dallas 
Power & Light Co.; E. C. Vennard, 
Chicago, Middle West Utilities Co.: 
J. E. Canfield, Wisconsin Power & 
Light Co.; C. B. McManus, Atlanta, 
Southern Co.; Dr. M. E. Heard, West 
Point Mfg. Co.; Dr. L. H. Johnson, 
Jr., New Orleans, Tulane University; 
Frank Watts, New York, Farm Jour- 
nal; C. C. Walther, New Orleans dis- 
tributor; Fischer Black, editor Electri- 
cal World; Dr. P. W. Chapman, 
University of Georgia, Athens; Dr 
A. S. Bennion, Utah Power & Light 
Co., Salt Lake; F. W. Wilkes, South- 
western Gas & Electric Co., Shreve- 
port; H. M. Kelley, manager of appli- 
ance sales, Frigidaire; J. L. Campbell, 
New Orleans Public Service, Inc.; E. J. 
Hegarty, Westinghouse Corp., and 
I’. B. Smiley, Carolina Power & Light 
Co., Charlotte 


DECEMBER 1951—ELECTRICAL MERCHANDISING 








Wi magazine ranks first for doing the most to in. 


terest readers in new and replacement appliances? 


Appliance retailers elect Better Homes & Gardens —and 
the reasons are obvious: 


BH&G is the biggest magazine of particular interest to 
home builders and owners. 7 out of 10 families building 
homes read BH&G—and 3 out of 4 of all BH&G families 
own bigger-than-average homes, do lots of home enter- 
taining—and so are ‘‘naturals”’ for timesaving, laborsaving 
appliances. 

And — these above-average-income prospects have, for 
years, considered BH&G their friendly family counselor 
on household improvement problems. 


When these 3%-million selected families pore over BH&G’s 
ideas and suggestions—and advertisements — isn’t it a 
great big help when your wares are there? 


Its 3:-million better prospects 
for appliances are screened for 
the BUY on their minds! 


eee te eh yy 
¥ .% ¥ 


Serving a SCREENED MARKET of 3'2- Million Better Families 


MEREDITH PUBLISHING COMPANY, Des Moines, iowa 
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FRANK GIBSON, JR., prepares t 
tributor meeting 


mnniversary 


cut 
held t 
nd ft 


Q 


y the company 
introduce new appliance 


birthday cake 


last month 


line 


A DIAMOND PIN is presented to Oral Dowell of 
Billings, Mont., by A. L. Johnson, right, vice-president 
in charge of sales for Gibson 


HOST for the Chicago convention meeting was Dave 


Lucas, 


left 


With him is C. J. Gibson 


Jr 


t 


celebrate 


VISITING between speeches during the meetings are 
Louis W. Hamper, left, general manager, and Frank 
S. Gibson, Jr 


PITCH 


on 


the new Gibson refrigerator line was de 
vered by sales manager Frank L. Sacha 


during one of four dis 
it 


diamond 


Gibson Cuts a Cake 


A veteran appliance firm celebrates its 75th anni- 


versary with a diamond-studded sales meetings and new 


range, refrigerator and freezer lines 


The diamond, female lure for ages, 
was the center of interest at the Gib 
son Refrigerator Co.’s four distributor 
conventions this fall. Pins bearing 
diamonds were awarded to outstand- 
ing salesmen, a lucky individual at 
each meeting won a diamond ring and 
it was announced that diamond rings 
will be used by some retailers 
trade-in business. 

(For details on the new appliances 
shown at the meetings, see the New 
Products section.) 

lhe history of Gibson, as unfolded 
at the New Orleans, Chicago, Las 
Vagas and New York meetings, read 
like a typical American success story. 
It began when Frank S. Gibson, a 
Greenville, Mich., merchant, pur 
chased a furniture factory and began 
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turning out furniture, cabinets and 
ice refrigerators. 

By 1931 the company had become 
the largest manufacturer of ice boxes, 
but Gibson officials realized that this 
would soon be an empty distinction. 
In that year the firm began producing 
electrical refrigerators; range produc- 
tion was begun in 1939. 

I'he second generation of Gibsons 
entered the business about 1911 when 
Charles P. Gibson, now president and 
chairman of the board, and Frank S. 
Gibson, Jr., joined the company. In 
the 1930’s Louis W. Hamper, brother- 
in-law of the Gibson’s, was called in 
as general manager. After World Wat 
II Charles Gibson, Jr., Albert M 
Gibson and Louis W. Hamper, Jr., 
appeared on the scene 


DISTRIBUTOR W. W. Silkworth of Flint finds himself 


caught between Gibson’s Gregory V. Drumm, left, 
and E. D. Jacobs 








HANDLING introduction of range line was Gibson’s 
John H. Davidson 
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Good Time for the Holidays 


SYLVANIA RADIO-CLOCK 


its a NATURAL...it's a SYLVANIA EXCLUSIVE 


Y OUR CHRISTMAS SHOPPERS will go for this exciting Sylvania Radio- 


Clock. They’ve been ot about it in national magazine adver- 








tising . . . they know it’s good . . . they will be wanting it. 

For here’s a real clock—a BIG clock, e asy-to-read, classic in appear- 
ance, beautiful, and desirable because it’s different. 

One knob controls the radio, manually or automatically. There’s 
also a plug-in for automatic appliance operation. 

Radio is a UL approved AC-DC radio with 4 tubes and rectifier 
giving 6 tube performance, featuring Studio-Clear* sound from a five- 
inch speaker. This is a larger, better quality speaker than used in 
most radio-clocks—gives you a strong competitive advantage. 

Eight different exquisite colors for every taste—and colors that will 
add a festive touch to your display: Bottle Green, Cardinal Red, Char- 
treuse, Ebony. Hickory Brown. Ivory, 





Mahogany and Primrose Yellow. 


Meaty Catisteas 








5 eer the Radio-Clock 
and Table Radio. in all 


Beste Near fe oe ‘ r= 


You'll find added sales power in the matching Sylvania tionally advertised in a full- 
lable Radio. It has the same chassis, same super- power page. four-color advertise- 
sound and speaker equipment as the Radio-Clock . . ‘ ment designed 
and comes in the same colors. Interesting new design 
catches the eye . . . and sells! 


‘ 


Ente 
eight colors, are being na- eo 


to create 
gift buying. 


Put this high-power pro- 


CALL YOUR DISTRIBUTOR NOW! Get the full story on this line ee ee 
... and plan your stock on a fast mover for the holidays | 











Another Sylvania Exclusive...Greatest Sales Feature in TV 


SYLVANIA HALOLIGHT” 


Prospects can see HALOLIGHT— it sells itself as the greatest development in vie wing 
comfort since TV began. 


It’s another alice first. and exclusive. You are always ahead with Sylvania. 


~e-  SYLVANIAY 


with HatoLicur scant d 1901—Great Name in Electronics Sylvania ‘Trademark 


TELEVISION SETS; RADIO TUBES; TELEVISION PICTURE TUBES; ELECTRONIC PRODUCTS: ELECTRONIC TEST FQUIPMENT; FLUORESCENT LAMPS, FIXTURES, SIGN TUBING, 
WIRING DEVICES, LIGHT BULBS; PHOITOLAMPS; RADIOS, SYLVANIA ELECTRIC PRODUCTS INC, RADIO & TELEVISION DI ISION, 254 KANO STREET, BUFFALO 7, NEW YORK 
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2 THE SA for the Lovell Drying Unit 
e LES LINE is your key to the market. 
Single dial control provides: 

1. Automatic shut-off. No time guessing, 

2. Complete temperature range for any dryness or type of fabric. 
New “SUN-ARC” Infrared Element has three times more heating 
area, purifies clothes, dries them more gently. 


Easy-to-unload door is extra large, swings open all the way. 
Allows full visibility inside 

Easy to clean lint trap 

a by Hag te pa prevents clogging if user 

Outdoor Humidity-Vent can be easily connected 

at rear, if desired. 

Vacuum drying system preheats air, costs less to 

operate. Reduces accumulation of lint inside dryer. 

Air-cooled cabinet allows easy access for cleaning 

or repairs. 





Handy clean-out duct to remove bobby pins, sand, 
other small objects. 


ano cas DRYING UNITS 


4 Look for the Lovell 
LOVELL MANUFACTURING CO. » ERIE, PA. 


DRI-RITE single dial control 
Also makers of famous Lovell Pressure Cleansing Wringers 
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APPLIANCE 


NEWS 


NEW PRODUCTS 


NOTE: Prices given are those prevailing at close of issue 


NESCO Roaster 


Nesco, Inc., 201 N. Michigan Ave., 
Chicago 1, Ill. 


Model St 


Selling Features: [1 
t t Y @ ] ] 


+} teat } 


( 
Price: 


Electrical Merchandising, Dex 


GIBSON Ranges 


Gibson Refrigerator Co., 
Greenville, Mich. 


Models: 8 Diamond Jubilee ranges 
Selling Features: Model H, top of 
line, 2-oven deluxe range; features 
NuMagie Ups-A-Dais 2100-watt 
oking unit when raised, converts 
leepwell cook it turn of 

ns Teature 

1 


7 speec 
] 
" 


en rang fea 
\-Daisy unit 

m controls; large 

1 with ConSealed 
uist-high, high speed 
tomatic control for 
outlet, right rear 


surface unit and NuMagic Ups-A 
Daisy unit, up or down 

Model F, features Ups-A-Daisy 
in fourth surface unit which can be 
lowered to provide dec pwell cooker; 
7 easy to reach push buttons; waist 


high, high-speed broiler; automatic 


ontrols; deep storage drawe1 


jutomatic oven pre-heating; full 
| ght ig O mntro] 
Model 


vidth g er ¢ I 
Ik. features automatic 
king and 7-speed 


push button 
mtrols 
Model D has 
white acid-resistant porcelain fin 
ish; superspeed units. 
Model C has 7-speed controls; 
Kookall” unit provides deepwell 


mit, Danquet’ size 


iutomatic controls 


ven; smokeless 
Iwo apartment size models A-3 
ind A-+; both take up half the floor 
space of a full-scale range; A-3 has 
3 surface units; A-+ has 4; both 


} ] 
models have banquet size oven; a 


broiler; 7-speed surface units; com 
pletely insulated on all 6 sides 


Prices: Model H, $449.95; G, 


33 : F, $339.95; kK. $319.95: 
= $229.95; A-3, 

ind A-4, $184.95 
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SUNBEAM Bottle Warmer 


Sunbeam Corp., 5600 Roosevelt Rd., 
Chicago 50, Ill. 

Device: Sunbeam bottle warmer 
Selling Features: Automaticall 
heats milk or other liquids to cor 
rect feeding temperature then shuts 
itself off; handy calibrated measur 
ing tube can be set for amount of 
milk to be warmed +, 6 or $ 
ozs.)—tube is filled with water 
vhich is poured in base of warmer 
ind bottle is warmed in jiffy, warm 
ers dome holds steam for all-over 
varming and sterilizes nipple. 
Price: $12.75 
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Not responsible for price changes 


G-E Range 


General Electric Co., 

Louisville, Kentucky 

Model: Constellation double-oven 
range 

Selling Features: Has large master 
oven and a slightly smaller com 
panion oven; both ovens can be 
used for fast charcoal-type broiling 
as well as baking; equipped with 
3000-watt broil unit; master oven 
can be operated by automatic timer 
which also times one appliance out 
let on control panel. 

Surface units include 2 large 8-in. 
units, a 6-in. utility unit and an 
extra-high speed 6-in. unit; all 
operate by push-button controls 
mounted at top of control panel, 
behind work surface. Ovens con 
trolled bv rotary switches. 

['wo storage drawers provide 
more than 24 cu. ft. capacity. 
Price: $349.95 
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CROSLEY Refrigerators 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, O. 

Models: Crosley 1952 refrigerators 
include 9 models topped by two 
2-door combinations 

Selling 


Features: ‘lop model, 


[. ANNA A. NOONE 


New Products Editor 


P'CAD-12, 3-in-1 refrigerator, has 
freezer Compartment with its own 
door, moisture-free food compart- 
ment, and  moist-cold, — sealed 
crisper; automatic defrosting; “Soft 
Glo” interior gold color trim; 
I DAD-12, second 2-door model, 
same as TCAD-12 without color 
DAD-105, CAD-105, CAD-12 
also. feature automatic defrost 
which automatically turns off re 
frigeration mechanism and turns on 
defrosting heating element every 
day at 3. a. m.; heat applied directly 
to freezer plates melts ice and frost 
after which elements are automatic 
ally turned off and refrigeration re 
sumed. Defrosting takes from 2 to 
10 min., keeping foods in freezer 


solidly frozen; water accumulated 
from defrosting drains into a warm 
sloping baffle, through specially de 
signed tube to a pan in compressor 
compartment where it is evaporated 
by heat from compressor and nor- 
mal air circulation. 

“Soft-Glo” styling also featured 
in CAD-105 and CAD-12 

New in line is the 10.5 cu. ft 
series, which replace former 9- and 
ll-cu. ft. models. 

Five models—three 10.5 cu. ft. 
and two l2-cu. ft. models have 
Crosley butter-safe built into inner 
side of door; separate temperature 
control to keep at desired con 
sistency. All but 2 models (UD-7 
and UD-10) have horizontal frozen 
food compartments 

Other features of line include 
white polystyrene shelves recessed 
within interior of door; tilt-out ice 
trays which release cubes by lever 
action; transparent polystyrene 
meat holders and moist cold sealed 
crispers; lift-out shelves for easy r 
arranging, and double-decking of 
crispers; permanently lubricated, 
hermetically sealed “electrosaver’’; 
baked DuLux enamel exterior; acid 
resistant porcelain enamel interior. 
Electrical Merchandising, Dec. 1951 
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NEW PRODUCTS 


GIBSON Refrigerators 


Gibson Refrigerator Co., 
Greenville, Mich. 


Models: 9 new Gibson Diamond 
Jubil refrigerators: two 7-cu.-ft 
thr ft.; an ll-cu 
thr it lel 
wh h ii -~ U 
rrigcrator-freez 
Selling Features No 


it model iS 


tal glass 
iluminum ic¢ I 
grids and Snap Se i] 
No. 722 space-saving 

mo 5 onl 2 rt wide has Vv I. 
to-wall 26-lbs. Freez’r Lock’r; 2 
full-width door racks and “Butt’ry”’ 
m full-length door 

No. 942, 9-cu.-ft., has Freezer 
J KeI ind See’n Swing Crisp’r’ 
No. 962, has automatic defroster 
that llows food in 45-lb. Freez’r 
Lock’r to remain frozen; features 
olor with a blue breaker strip, blue 
plastic door rack and blue trim on 
Freez’r Locker; 3 convenient door 
racks. No 82, te yp m del in 9 
ft. series has 53-lb Freez't Lock’r; 
new Swine’: Meat Locker below 
Freez’r Lock’r; two 13-qt. Swing’r 
Crisp’ nd Defrost-O-Mati 

No 02, ll-cu.-ft. capacity, 
features wall-to-w zt Locker, 
Swing’r Meat two 13-qt 
Swing’r Crisp’ 3 door racks 
Butt’ry; adjustable shel handy 
Quick-Chill chest 


} 





No. 1072, 10-cu.-ft. model, fea 
tures Gibson Pres-Toe; 54-Ib. full 
width Freez’r Lock’r; Swing’r Meat 
Locker and two 13-qt. Swing’r 

risp'rs 

I'wo 10-cu.-ft. models, Nos. 1052 
and 1082, are 2-door refrigerator 
freezer combination models. No. 
1052 has 8 cu. ft. of conventional 


refrigeration with an additional 734 
Ibs. frozen food storage in separate 
freezer compartment; 2-dial contro] 
provides separate regulation of 
compartments; refrigerator com- 
partment has Defrost-O-Matic de- 
frosting system; 3 door racks; 
“Butt’ry”’, two 13-qt. Swing’r 
Crisp’rs. No. 1082 has all features 
included in No. 1052 plus Pres-Toe 
1utomatic door opener and closer; 
refrigerated ice tray shelves and 3 
handy glass spill-saver trays 

Prices: No. 702, $209.95: No. 
$249.95: No. 942, $319.95; 

162. $369.95: No. 982. $37 

No 1072 $459.95: No 
$449.95: Nx 1082, $549.95 
Electrical Merchandising, De 


EMERSON-ELECTRIC Heaters 
The Emerson Electric Mfg. Co., 
St. Louis 21, Mo. 


Models: Emerson-Electric combina- 
tion radiant and fan-type heaters 
ind wide-angel radiant heaters, 
H-1300 series 

Selling Features: Combination ra- 
diant and fan-type models have 4 
radiant heater elements of nickel- 
chrome wire in front of chrome- 
plated Heatray reflectors, providing 
114-sq.-in. heating surface; 3-blade, 
S-in. quiet-type fan blade mounted 
on slow-speed E-E fan-duty motor; 
snapon guard; off-on 120 volt, 15 
imp toggle switch; adjustable tilt 
provides 20 degs. below to 20 degs 
ibove horizontal; available in Met 
ilescent-bronze enamel or baked 
ivory enamel; fan has 20 watts; 
heater 1280 watts; output 150 cfm 
and 4375 Btu 


ial 


Wide-angle radiant heater has 2 
radiant heater elements; chrome- 
plated He itray reflector provides 
167 sq in. reflector surface; wide- 
angle radiation—radiates heat to an 
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area 7 ft. wide and a distance of 3 
ft. from heater; carrying handle on 
back of housing; automatic safety 
switch cuts off current if heater is 
accideritally knocked over; baked 
Metalescent bronze enamel or ivory 
finish, chromeplated trimmings; 
1300 watts, 4450 Btu. 

Prices: Combination radiant and 
fan-type, $24.95; Wide-angle ra- 
diant, $15.95. 
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SESSIONS Clock Set 


The Sessions Clock Co., 
Forestville, Conn. 


Device: Sessions ““Shadobox” clock 
set. 

Selling Features: Sct consists of 3 
units in white polystyrene plastic 
a clock, and 2 matching shadoboxes 
for kitchen or breakfast nook; 
shadoboxes can be decorated with 
ivy, figurines etc; the 5§-in. square 
clock case h iS rece ssed back for Cx- 
cess cord, integrally molded cord 
clamping device; green numerals on 
frosted aluminum dial; yellow hour 
markings; red sweep second hand; 
white hour and minute hands; 
iwainst dark blue background 

Price: $6.95 
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SCOTSMAN “Super Cuber” 


Scotsman Ice Machine Div. American 
Gas Machine Co., Albert Lea, Minn. 


Device: “Super Cuber” 
machine. 

Selling Features: Cubes produced 
called “Super Cubes”) are round, 
solid and clear, store perfectly, do 
not stick together; fit into glass 
without forcing; completely auto- 
matic operation: heavily insulated 
storage bin is kept full of cubes au- 
tomatically— freezing takes place 
under constant agitation, giving 
clear cubes, 69 cubes are frozen sep- 
arately at a time then released into 
storage bin by flow of fresh water; 
no chopping or cutting required; 
streamlined “console” design; 35 
in. high to fit under counters; 110 
volts; simplest plumbing connec 
tions necessary; 4 h.p. hermetically 
sealed compressor; removable front 
grille; easy access to all controls and 
C ompressor. 
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You can offer all the best selling features 
with FLORENCE Electric Ranges 














Big, Colorful Ads Are Run 
ing This Year In These 
National Magazines—SAT 
URDAY EVENING POST, 
BETTER HOMES AND 
GARDENS, GOOD 
HOUSEKEEPIN 
CALL’S, 
COUNTR 
Let People In Your Com- 
munity Know You Feature 
Florence — You'll See The 
Difference And 
Sales 


Increase 











your big profit and prestige builders 


MP-1A Pressure Cooker 


Can be used in Deep-Well Unit. 


Duplex" Deep-Well 


Deluxe Backguard 
Cooker Converts to Surface Unit 


and Top Light 


Centralized Control Panel. 





High-Speed Surface Units 








Smart Styling. 


Flush-to-Wall 
Installation. 


Titanium Porcelain 
Finish. 


ORE AND MORE electric ranges are being sold 
M every day! It’s the modern way to cook; the 
clean, fast, automatic way. And every housewife 
is a potential customer for a new Florence...the 
electric range that offers more of what most 
women want. 

Florence Ranges and Heaters will be pre-sold 
to American women in the country’s foremost 
magazines ...month after month, 

Your customers are protected by the Florence 
Electric Range warranty...and by well-known 
Underwriters’ Laboratories, Inc., plus the Good 
Housekeeping Seal. 





Automatic Oven Timer 
and Electric Clock. 





Pre-Heat Oven Thermostat 
Indicator Lights. 


Timed Appliance 
Outlet. 


Standard Appliance 
Outlet 


Arkless 5-heat 
Switches. 


Large Size Oven 
with Oven Light. 


Look-in Oven 
Window. 


Porcelained 
Oven Lining 


Chrome 
Oven Racks. 


Full-Size 
Warming Oven. 


2 Roomy 
Service Drawers. 


Recessed Base 


FLORENCE OFFERS EVERYTHING EVERY DEALER NEEDS: 


” Full line of cooking and heating ” Co-op advertising plan. 
appliances ... for every fuel... ” Full color point-of-sales displays. 








for every budget. 
Top-quality ... 
priced. 

A good margin of profit for you. 
Sparkling, eye-catching design. 
Work-saving features that close 
sales. 


Consumer acceptance that builds 
demand. 


competitively 





ELECTRIC RANGES * GAS RANGES = LP-GAS RANGES * OIL RANGES 


COMBINATION RANGES * OIL HEATERS * GAS HEATERS 


FLORENCE STOVE COMPANY 


ELECTRICAL 


General Sales Offices and Plant: Gardner, Mass. Mid-Western Plant: 
Southern Plant: Lewisburg, Tennessee. Other Sales Offices: 1 Park Avenue, New York; 1459 Merchandise Mart, 
471 Western Merchandise Mart, San Francisco; 53 Alabama St., S.W., Atlanta; 301 North Market St., Dallas 
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Kankakee, IIlinois. 
Chicago; 


Complete selection of dealer sales 
helps. 

Warehousing facilities for better 
service, 

Big-company resources — 3 modern 
plants. 

Continuous research and product 
improvement. 

Over three-quarters of a century of 
experience — a tradition of value. 


Ranges and Heaters 
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everyone's a prospect 


when you handle 
this top-quality power mower .. . 


HURRICANE 


That steady stream of store traffic may be an 
untapped vein of profits! Nearly everyone has a 
lawn to mow and that’s where Hurricane fits 
into your merchandising picture. A display of 
Hurricane rotary power mowers has the pull to 
produce sales! This eye-catching machine—attrac- 
tively colored in silver, red, and green — radiates 
quality in every line of its trim, sturdy construction 
Customers stop . and buy! 


\ 


examine 


So why pass up this chance for fast, effortless sales? 
Put Hurricanes before your customers and get the 
profits that top quality brings. Write us for complete 
details of this year’s big selling plans! If you've never 
handled rotary power lawnmowers before, don’t 


start with anything but the best Hurricane 


Parts and service always avail- 
able. No Hurricane will become 
obsolete Every improved new 
part will fic the oldest Hurricane 


HURRICANE—a powerful, 
fast-cutting mower that's ideal for 
the suburban lawn. No clutch or 
gear to adjust—you just move along 
behind the machine. Cuts a 20-inch 
swath through tough weeds or high 
grass. Fan-tip blade prevents windrows. 


Two Sales-Proved Models for 
Discriminating Buyers 


HURRICANE JUNIOR—a compact, lighter 
replica of the big Hurricane that's 
jesigned for the small city lawn. Ideal, 


ENGINEERED FOR too, for edging and trimming around = 
flower beds and walks. This budget L 
LONG-LIFE PERFORMANCE Yr 


priced mower will give a life 

time of dependable service Z 
© 4cycle, 2 h.p. gasoline engine © th 
Automatic governor ® Full-floating fric + 
tion drive © Rust-proof silver-plated 
drive shaft © Malleable aluminum 
hassis @ Ball-bearing wheels equipped 
with puncture-proof tires © Stay-level 


handle © Hard, very sharp tempered 





[Order Now for Prompt Delivery | 


* Adjustable cutting height ¢ Turning Mail This Coupon—It Will Bring 
crutch for great maneuverability © Non Answers to All Your Questions 


steel-alloy blade © Special safety guard 





slip rubber comfort grips © Hurricone 


s for those who wont the bes?, not Notional Metal Products Co., Inc. 
Dept. E-1 

2722 Cherry Street 

Kansas City 8, Mo. 

We'd like to take on the Hurricane line 
Please send us full particulars 


the cheapest 


HURRICANE 


Rotary Power Mowers 


Made by NATIONAL METAL PRODUCTS 
CO., INC., Dept. E-1, 2722 Cherry Street 
Kansas City 8, Mo 


Nome 
Address 
City 


State 


mothe 


NEW PRODUCTS 


JORDON Freezer 


Jordon Refrigerator Co 
Philadelphia, Pa 


Device: |] 
t tt ( N 


1 tery 
farm 


Selling Features: 


NIT ( 
ce tra hel 
rated freezer 
direct contact 

proximity for every food 

requires only half floor 
similar size chest modcl 


} 


within convenient reach 
ve level; cabinet has con 
in. blanket of libre 
insulation unbroken by wood 
or other non-insulating mat« 
quipped with hermetically 
I ration svstem; mea 
40 in. wide, 31 in 

ind hardw irc 

n condensing 

d spoilage in 

hed bi 


manu 
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HANDYHOT Heaters 


Chicago Electric Mfg. Co. 
6333 W. 65th St., Chicago 38, III. 


Models: Handyhot pin-up he 
No. 12] nd lan-Heater, ¢ 
\ cs 

Selling Features: Pin-Up heat 


in be used in bothroom, 


I space is limited; specialh 
designed pin-up plaque can also b 
used as a stand converting heater 
into a conventional radiant-bowl 
heater if desired; wire-guard pr 


vents close contact with con 


shaped element; 645 watts 115 


DECEMBER, 


1951 —ELECTRICAL 


volts, a.c. or d.c.; grav plastic and 

enamel finish with reflector, cradlc 

ind wire guard of polished metal 
kan Heater Circulator No. 1207 


has S-in. quict fan; radiant 


exterior 
non-mar rubl protect furni 
when used l i tabk top 
heater; 3-position snap-switch for 
ff-fan-heat; mav also be used as a 
fan onlv, in summer; 1320 watts for 
heat, 30 watts for fan only; 115 
volts, a 
Prices: Pin-Up heater, $ 
Heater Circulator, $21.95 
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BERKO Heating Panel 


Berko Electric Mfg. Corp., 179-05 
Jamaica Ave., Jamaica 3, N. Y. 


Device: Berko glass heating panel 
Selling Features: Produces radiant 
heat rays by means of Pyrex glass 
heet backed by solid conductive 
oating 16-millionths of an in 
thick; no grids 
u 2 bus bar 


pring 


x glowing coils to 
with multiple 
contacts provick 
2 terminating edges 

rated at 100 wat 
it suitable 
s primary heat 
thermostats, pan 
in different tempera 
nt rooms and heat 
in rooms not im usc; 

vpes: Standard, Sc 
p (with built-in thermo 
and Select-A-Temp Jr. (for 
use in small rooms); easy to install 
ind clean; element is tinted blue, 

chrome-like guard 
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ENITH FRINGE-LOCK 
CONTROL CIRCUIT 


New Zenith Invention 
Brings World’s Finest 
Fringe Area Picture 


See the picture at left above? That's fringe area reception on ordi- 
nary TV. Vertical “wobble” and horizontal ‘roll’ are caused by 
ordinary fringe area interference. New Zenith “Fringe Lock” Con- 
trol Circuit blocks out interference, concentrates on picture signal 
alone, gives you far better picture shown at right. 


YVR yo 
ATA e em 


YVYYDo -—— 


Sells television’s toughest customers on sight! 
Means faster, easier sales, more profits for You! - 


They’re television’s toughest customers . . . the folks who live in 
remote “fringe areas.” But show them Zenith’s remarkable new 
Distance-Reception, and, brother, you’ve made yourself a whole 
stack of sales! 

It’s Zenith’s new “Fringe Lock” Control Circuit in action... 


long-famous Zenith built-in quality . . . to sell a// your prospects 
quickly and keep them sold! You get more sales, more satisfied cus- 
tomers, /ess dissipation of your profits through costly customer 
complaints and “‘call back” servicing. 

Check your Zenith Distributor now about these three new 1952 


models. See them. Demonstrate them. They'll prove to you be- 
yond a doubt that—in fringe area and TV center alike—Zenith 
sales are easier sales. Zenith profits are profits you can keep! 


bringing the finest fringe area picture in television! What’s more, 
this sensational Zenith invention teams up with Zenith’s “Elec- 
tronex” Tube, Custom-Tuned Miracle Turret Tuner... and with 


1952 Zenith" Fielding” Table 
Model. A sales sensation! 
Mahogany Pyroxylin. 17- 
inch “Electronex” Tube. Also 
in Blonde. Mode! J2030R 


1952 Zenith “Kipling” TV-Radio-Phonograph— 17-in. 
“Electronex” Tube. Cobra-Matic Record Player, Super- 
Sensitive FM and Long Distance AM. Mahogany solids 
and veneers. Model J2868R 


1952 Zenith “Galsworthy” Console. 18th Century 
motif in Mahogany veneers and hardwoods. 17-inch 
“Electronex" Tube for world’s finest 'full-focus” picture. 
New Dust-Proof Picture Screen. Model J2042R 


ZENITH RADIO CORPORATION - Chicago 39, Illinois 
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will bring 


FeO ton sales 


More, and more 


profitable Fan Sales 


FASCO’s news for ’52 
will be announced at the 
Housewares Show in 
Chicago (Booth 229-231) 


f ‘al ludlaberiec, thc. | 


ROCHESTER 


NEW PRODUCTS 


WHIRLWIND Mower 
Toro Mfg. Corp., Minneapolis, Minn. 


Device: Whirlwind 20 rotary pow« 
mower 

Selling Features: New 20-in. model 
has been added to line; designed 
for home owners with about an 
cre of grounds; powered bv a 
4-cycle direct drive and 2 hp 
engine; “Suction Lift” suspends 
clippings under housing while 
whirling blade chops them to 
mulch; portable; fully enclosed; ad 
justable rear guard, also cuts weeds 
ind tangled growth 
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ESTATE Ranges 


The Estate Stove Co., 
Hamilton, O. 

Models: 4 new 5200 ser mg 
Nos. 5218, 5214, 5212 and 5211 
Selling Features: Deluxe No. 5215 
2-oven model, features 4+ 
departmentalized cooking 
Bar-B-Kewer in separate meat oven 
Air-Flow baking oven with balanced 
heat; Hide-Awav Grid-All griddk 
built into cooking top with super 
giant 2200-watt burner beneath 
7-heat up-down Electricooker; 7 
heat surface units (2-1250 watt 
1-2100 watts); divided top; 1-piec« 
mantel back. 

No. 5214 has Hide-Awav Grid 
All, Electricooker and single Air 
Flow oven. Nos. 5212 and 5210 
have Electricooker and single Ai 
low oven 
Prices: No. 52158, $384.95: No 
5214, $344.95; No. 521 
No. 5210. $229.95 
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2, $279.95; 


























KAUFFMAN Humidifier 


Kauffman Air Conditioning Co., 

4505 Olive St., St. Louis, Mo. 

Model: Kauffman humidific 
Selling Features: Automatic opera 
tion of fan and circulating pump 
fan draws dry air through a 2-in. 
wetted surface of material covering 
entire diameter of unit and dis- 
charges humidified air vertically 
into room through grill at top; tank 
holds 34 gal. water which must 
be refilled at least every other day; 
tir output 15,000 cft per hr; evap 
orates 4 to 24 pts. per hr.; weighs 
22 lbs.; pine oil or other odor pro 
ducing oils can be added to water 
to produce pleasant odors in room 
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a EAT ALLE AE 


PERFECTION Refrigerators 


Perfection Stove Co., 
7609 Platt Ave., Cleveland 4, O. 


Models: Perfection adds 2 refriger 
itors to line—Nos. C-9 and C-10 

Selling Features: Both models 
equipped with hermetically sealed 
lecumseh condensers; 3-in. non 
ig fiber glass insulation; Frcon-12 

No. C-10 has 70 Ib. freezer chest; 
separate shelf in freezer chest for 
ice cubes; packaged food freezing 
ind 3 ice cube travs—2 with self 

iecting lever action, one with in 
dividual plastic cube holders 

crispers, 143 qt.; dri-storage com 
partment and butter keeper in door 

No. C-9 has 52-Ib. freezer chest; 
2 metal ice cube trays with plastic 
dividers; meat freezer; frozen food 
trav; 10-qt. crisper. 

Both models have acid-resistant 
porcelain enamel liner; interiors 
trimmed with Perfection blue; ex 
terior by Hy-baked Dulux enamel 
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only 


Kk MART 


gives you all these 
advantages... 


at the International Home Furnishings Show, Jan. 7 to 18 


2439 LINES UNDER ONE ROOF 


>> 205 lines of furniture and bedding 





>> 948 china, glass, pottery and gift lines 


>> 471 lines of housewares, appliances, radios and televisions 
>> 174 lines of curtains, draperies and fabrics 

> 133 lines of floor coverings 

>> 125 lines of toys, games and wheel goods 

>> 224 lamps, shades and lighting fixture lines 

>> 159 linens, beddings and domestic lines 


52-WEEK MARKET CENTER 

30 EXPRESS ELEVATORS EVERY MINUTE 

EXCELLENT PARKING AND TRANSPORTATION FACILITIES 
ELEVEN AIR CONDITIONED MODERNIZED RESTAURANTS 


PACE-SETTING HOME FURNISHINGS EXHIBITIONS AND ROOM SETTINGS 


The Mevchamdae Me 


SHOW PLACE OF AMERICA'S BEST“KNOWN BRANDS 
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GOOD SELLING MAKES GOOD CUSTOMERS 


\ 





A Bird in the Hand 
May Bring Two Out of the Bush . 


And a sale today may bring you two tomorrow. 
Help the lady buy the water heater that best 
suits her family’s needs, and her satisfaction 
and enthusiasm will give you an “in” on her 
future purchases. 

Today, she’s deciding pretty carefully where OWENS-CORNING 
and for what she will spend her money. That’s 
why a quality product such as a Fiberglas* In- Fi BERGLAS 
sulated water heater, is a wonderful decoy to aaah 
bring her (and her friends) back to your store 

. for anything from another appliance to a 
complete kitchen or laundry. Owens-Corning 
Fiberglas Corporation, Dept. 104-L, Toledo 1, O. 





OWFRNS-CORNINE 


| P _ 
I 13 3 RG | Wa Ge A SWELL FEATURE TO HAVE... A SWELL FEATURE TO SELL! 


APPLIANCE INSULATION 


*FIBERGLAS is the t:ade-mark (Reg. U. S. Pat. Off.) of Owens-Corning 
Fiberglas Corporation for products made of or with fibers of glass 


FIBERGLAS IS IN YOUR LIFE...FOR GOOD! 


NEW PRODUCTS 


KAUFFMAN Dehumidifier 


Kauffman Air Conditioning Co., 
4505 Olive St., St. Louis, Mo. 


Models: Kauffman air driers in 2 
sizes 8,000 and 14,000 cu. ft. 
Selling Features: Eliminates exces- 
sive humidity from basements, play- 
rooms, libraries; _ self-contained 
units; under high humidity condi- 
tions will remove as much as 3 gal. 
excess moisture from air every 24 
hrs.; refrigeration system cools dryer 
coil, room air is drawn over coil by 
fan and moisture from air is de- 
posited on cool finned surface of 
coil, passed over refrigerant con 
denser, and reheated; air is then re- 
turned to room; collected moisture 
flows from coil to 10 qt. galvanized 
container in large unit and slide 
drawer holding 2 gal. hose connec- 
tions for discharging condensate to 
sewer can also be furnished; steel 
cabinets, gunmetal gray finish; 
Freon refrigerant; 8,000 cu. ft. 
model has $ h.p. horizontal her 
metically sealed compressor; 14,000 
cu. ft. model has 4 h.p. vertical 
compressor. 

Prices: 8,000 cu. ft. model, $120; 
14,000 cu. ft. model, $160. 
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AJAX Infra-Red Broiler 


Standard-Hygrade Electric Co., Inc., 
1372 39th St., Brooklyn 18, N. Y. 


Device: Ajax infra-red broiler No. 
A-] 


Selling Features: Equipped with 
permanent cord attachment; rotat- 
ing switch indicating “on” and 
“off”; 4 adjustable cooking posi- 
tions; cast aluminum tray with re- 
movable cast aluminum handle 
built-in well to catch juices; 
enclosed elements, a.c. only, 
14.5 amps, 120 volts; tripleplated 
chrome on steel; heavy duty side 
handles for convenient lifting. 
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«NESCO 


the only FULL LINE for full profits— 
America’s Fastest Selling Roaster Ovens 


#4213 2% Quart 


$16.95 
#7013 6 Quart #4210 2% Quort, 


$19.95 ~ - I} | a i not shown $12.95 


#7016 6 Quart 
$25.95 


#135-03 18 Quart A — linnucy 
! i: 




















136-03 18 Quer SS r > | Pa \Y XS 
es V6 yo 2 =489 99 


NESCO’S NEWEST!—__ 
THE "STREAMLINER” #118-03 rae 


#129-03 20 quot Se geday Including Unbreakable Cooking Ensemble 


$82.95 ‘i . 7 $39.95 Selling sensation! Seamless sleel porcelain enamel Cooking Ensemble—two covered 

ih q 2 Ot. vegetable pans, one 3 Qt. roasting pan—truly a housewife’s delight . . . included 

in the famous Nesco STREAMLINER MODEL #4118-03...PLUS outstanding 

Nesco features such as Dial Type Browning Vent .. . Cool Grip Handles. . . See-Thru 

Lid... Total Insulation . . . 18 Qt. Removable Cooking Well . . . Thermostatic Control 

.. Easy Lift Bake Rack... !! Only from Nesco . . . so many plus features at the high 
sales-volume,low retail price of only $39.95. 


NESCO Accessories for EXTRA Sales! 


Cabinets—White enamel finish with gray “‘toe-room” base. Complete with casters WRITE FOR SPECIAL PROMOTION KITS! 


and 2 storage shelves. 


Broiler Griddles—Large aluminum frying surface. Excellent infra-red broiling with Nesco, Inc., Department M 
nickel-chrome heating coil. 


: belated : 201 North Michigan Avenue 
Electric Clock-Timers— Models for installation in cabinets and portable models for Chi Suey 
: yp ERR nicago 1, Illinois 
use with round and oval Nesco and other appliances. 


NESCO GIVES IMMEDIATE DELIVERY ON ALL MODELS 


Contact Your NESCO Distributor Today! 


Please send me the following: {_) Sales Clerk Training 
Manual. (1) Gift Display Kit. (] Special Newspaper mat kit. 


Signed__ 


Firm 
Gifts for N Cc S ( O us Nesco... 
Thoughtful Givers A Trusted Name Address 


City & State 
201 North Michigan Ave., Chicago 1, Illinois 
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NEW PRODUCTS 


nr 





q Sentinel 


ing tin 
mean a floor stock 
thats truly 


f) SENSATION Mowers 


Sensation Mower Inc., Ralston, Neb. 
Kauffman Air Conditioning Co., 





Models: Gasoline model 22SP3 
ind electric 221 

Selling Features: No. 22SP3 self 
propelled mover powered by a 3 
hp. standard make gasohne engine; 
uses Sensation |-piece safetv blade; 
cuts 22-in. swath; whirling action of 
blade chops grass clippings so fine 
raking is not needed; ball bearing 
wheels; aluminum, steel and ply 
wood chassis; selecta-hold handle; 
front wheels swing forward for trim 
ming close to fences and founda 
tions; weeds can be cut by folding 
Fis : front section of chassis back to ex 
Bursting at the seams, that’s the condition “ 


: : pose whirling blade; Adjusta-Hi 
of the public’s pockets today—income is at a new ye Cut assembly with ‘Timken bear 


high level. Savings deposits are bulging. 4 ‘ ye: Te in 
Banks’ “statements of condition” prove it. So does ‘ No. 22 E. same as above with a 
the sales-volume of Sentinel dealers! For these ” : Sensation 4 h.p. electric motor spe 
new Sentinel LP*-TV sets (Living Picture cially built for lawn mower use 
Television) are alive with exciting beauty of 
cabinets, thrilling fidelity of sound, 
dramatically “living” pictures. 
Make your profitgheet throb with new life, too! 
Call your Sentinel distributor —or 


Sentinel direct—TODAY. 
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Model 443 CVML 
The Lauderdale 
21" Screen 


a AMERICAN Break-Bar 
American Central Div., 
Avco Mfg. Corp., Connersville, Ind. 


Device: American Kitchen Break 


® a Bar counter. 
Selling Features: Combination 


counter, cabinet and an end bas« 
with what-not shelves; heavy gaug¢ 


Sentinel Radio Corporation reinforced steel with bonded vinyl 
top covering; 6 ft. long, 21 in. wide 


. . 
Model 438 TVM Evanston, Illinois provides 104 sq. ft 
The Deerfield 

17 





serving arca 
sacs end base and cabinet provide stor 
ige space for toasters, waffle irons, 
other appliances; easy to install; de 
signed to harmonize with other 
American Kitchen equipment; over 
all height of backsplash is 40 in 
ind height of counter top is 36 in 
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IT’S TIMELY...ITS IN THE COMPANION 
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New Ubinkles on honing Froblems 


“Six Tricks for Ironing Little-Girl Frills” offers 
COMPANION readers expert advice on pressing 
flounces, ruffles and tucks with an electric iron — 
all shown in big pictures. 

COMPANION readers are moved toward your 
products by another feature which suggests using 
the electric freezer to store holiday cakes and pies 
baked ahead of time. 

But more than that, the December COMPANION 









suggests in graphic photos literally hundreds of 
the gifts you have for Christmas sale — waffle- 
makers, electric hot trays, heater-fans, electric 
blankets and scores of others. 

Turn the heavy reader traffic of these pages 
into more store traffic for yourself. Use the 
COMPANION in counter and window displays. 
Show the appliances and other goods for which 
the COMPANION builds up demand. 


()MPANION 


CIRCULATION: MORE THAN 4,000,000 
































THE TIMELY 
WOMEN’S SERVICE 
MAGAZINE 





A/* 
Womans 
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ALREADY PRE.SOLD! 


Geta running start by fea- 
turing COMPANION - adver - 
tised goods. Pick out below 
the Electrical Products that 
you carry — then cash in on 
the COMPANION'S No. | edi- 


relate] Ml oleleli al 


American Beauty Electric 
lron 


Arvin Automatic Electric 
lron 


Arvin Automatic Toaster 
Aryin Lectric Cook 


Cadillac Cylinder 
Vacuum Cleaner 


Farberware Percolator 
Robot 


Firestone Home 
Appliances 

Frigidaire 

Frigidaire Electric 
Ranges 


General Electric 
Automatic Dishwasher 


General Electric 
Steam & Dry Iron 


General Electric 
Washers & lroners 


General Mills 
Automatic Toaster 


General Mills Steam 
Igoning Attachment 


General Mills 
Tru-Heat Iron 
Lewyt Vacuum Cleaner 
Pfaff Sewing Machines 
Presto Automatic 
Dixie Fryer 
Regina Electric Floor 
Polisher & Scrubber 
Sunbeam Coffeemaster 
Sunbeam Mixmaster 


Universal Automatic 
Toaster 


Viking Sewing Machines 
Westinghouse 
Food Crafter 
Westinghouse Frost- 
Free Refrigerator 


Westinghouse 
Laundromat & 
Clothes Dryer 


Westinghouse Toaster 

White Sewing Machines 

Youngstown Kitchens 
Automatic Dishwasher 


Youngstown Kitchens 
Electric Sink 








NEW PRODUCTS revision 





CAPEHART Table Telesets 


Capehart-Farnsworth Corp., 

Fort Wayne 1, Ind. 

Models: 2 new table models, Cl 
mont and Ambherst, have been 
idded to Capehart fall ’51 line. 
Selling Features: Clermont 11T17M 
has 17-in. rectangular tube and Am 
herst 2T20M has 20-in. tube. Both 
models have 4 front panel con 
trols; symphonic-tone speaker; 12 
channel coverage; synchro-sound; 
synchro-lock picture; age; Capehart 
CX-33 chassis for fringe-area sig- 
nals; built-in antenna; 20 additional 
tubes and 2 rectifiers 

Price: Clermont, $249.95; Amherst, 
$299.95 
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CAPEHART TV Consoles 


Capehart-Farnsworth Corp., 
Fort Wayne 1, Ind. 
Models: 5 ‘I'V consoles; Cortland, 
Jamestown, Shenandoah, Cordovan 
ind Bennington, have been added 
to Capehart fall °51 line, which 
brings the line up to 24 TV sets 
ind 2 combination TV-phono-ra 
dics 
Selling Features: Cortland 338-MX 
i 20-in. rectangular tube in a ma 
hogany corner cabinet, styled to 
permit theater level viewing from 
every part of the room; 2 sets of 
doors open independently, fold 
igainst cabinet sides for unob- 
structed viewing; pilot light in base 
indicates that instrument is oper 
iting; safety glass removable for 
ervicing; 5 front panel controls; 
( xX 33DX chassis 

Jamestown 3C17M, 17-in. rectan 
gular tube, open-face console, ma- 
hogany finish; 4 front panel con- 
trols; CX-33 chassis 
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Shenandoah, 339-MX,  20-in. 
tube open face, dark mahogany con- 
sole; safety glass easily removable; 
5 controls; CX-33DX chassis 

Cordovan, 336-FM, 20-in. tube 
in French Provincial cherry cabi 
net with dark red, cordovan finish: 
doors fold flush against cabiret 
sides; CX-33DX chassis 

Bennington, 340-X, 20-in. tube 
in Early American cabinet, cherry 

ith maple finish 

\ll models have synphonic-tone 
peaker; all VHF and UHF chan 
nel cover ige 
Price: Cortland, $650; Jamestown, 
Shenandoah, $389.95; 
$469.95; Bennington, 


$279.95 
Cordovan 
S 469 5 
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EMERSON Telesets 


Emerson Radio & Phono Corp., 
111 Eighth Ave., New York 11, N. Y. 


Models: 3 new Kmerson 1952 tele 
sets 

Selling Features: Table models No 
700, mahogany, and No. 700, 
blond, and console model No. 701 
have 17-in. picture tube; front bezel 
of screen easily removed for clean 
ing; designed on Emerson “area 
engineering” principle to give best 
performance for individual local 
reception. conditions; Pre-tuned 
built-in antenna; “black magic con- 
trast” provides strong sharp picture 
in fully lighted room; Full-Screen 
Focus; “Super-Powered Long-Dis 
tance circuit provides trouble-free 
reception in fringe areas; Simpli 
matic Tuning with 1-knob control; 
large scaled Alnico 5 PM dynamic 
speaker; striped-grain wood veneers 
Price: No. 700 mahogany, $249.95; 
blond, $259.95; No. 701, $299.95 
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STROMBERG Combination TV 


Stromberg-Carlson Co., 
Rochester 3, N. Y. 


Model: Stromberg-Carlson No. 317 
RPM+ Chippendale 3-wavy combi 
nation radio-phono-T'V. 

Selling Features: 17-in. tube pro 
vides 158-sq.-in. picture behind 
safetv glass inclined forward to 
ivoid unwanted reflections; Serics 
317 chassis employs  intercarrier 
Stromberg circuit; new “sync’’ sep 
iration circuit provides steady pic 
ture; “Power Equalizer” automatic 
ally transfers unused wattage from 
video to audio section; automatic 
re-trace suppression. 

Radio and television built into 
single unit type chassis; during radio 
or phono operation circuits con- 
cerned only with TV are auto 
matically cut out. Hushed-action 
3-speed changer plays and_ shifts 
10 or 12-in. records, intermixed it 
desired at 334 or 78 rpm; plavs 
ind shifts 7-in. records at 334 or 45 
rpm, changer stops automatically 
ifter last record; “‘trulok”’ tuning; 
full swing-back doors; Chippen 
dale styling; Honduras mahogany 
veneers; base tell-tale light 
Price: $495, Zone 1 includes excise 
tax, slightly higher south and west 
Electrical Merchandising, Dec. 1951 


STROMBERG TV Consoles 


Stromberg-Carlson Co., 
Rochester 3, N. Y. 


Models: New 321 series: French 
Provincial, Futura and Cavalier. 
Selling Features: All models have 
20-in. picture tubes; S-C audio sys- 
tems using 12-in. concert-type 
speakers; automatic gain control 
and ‘“‘sync’’ separation circuits. 
Other features are high-gain per 
meability tuner, direct coupled 
video amplifier and S-C “power 
equalizer” for transfer of unused 
wattage from video to audio section 
intercarrier tuning, and phono jack. 
French Provincial (321CF) leads 
group; carries out traditions of 
handmade furniture of Brittany and 
Normandy in cherry wood, an 


tiqued hardware and grille cloth 
sclected for color harmony 
Futura, modern design, available 
in mahogany (321CD2M) or in 
comb grain oak veneers (321CD20). 
Cavalier, open-front modcl, fin- 
ished in ribbon-striped mahogany. 
Prices: French Provincial, $495; 
Futura, $459.95 mahogany, and 
$479.95 oak; Cavalier, $419.95. All 
prices include excise tax, and are 
slightly higher in south and west. 
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KAYE-HALBERT TV 
Combination 


The Kaye-Halbert Corp., 
Culver City, Calif. 


Model: No. C-024 combination TV 
and automatic record player. 


Selling Features: Equipped with 
20-in. picture tube; K-H_ chassis 
with new Geo-Sync circuits de- 
signed to meet physical and ‘TV 
signal requirements of each geo 
graphical fringe area where sct is 
sold; 3-speed record player com- 
pletely automatic with jam-proof 
moving parts; tone arm may be 
held at any time without damage 
to mechanism; record protection 
provided by lowering instead of 
dropping records on turntable; 10- 
and 12-in. records of same speed 
may be intermixed; motor auto- 
matically shuts off and tone arm 
returns to rest when last record is 
played; walnut, mahogany or blond. 
Price: $419.95 in walnut, (other 
models slightly higher). 
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RCA VICTOR Phono 


RCA Victor Div., Radio Corp. of 
America, Camden, N. J. 

Device: RCA-Victor child's +35-1pm 
record player No. 45EY26 

Selling Features: Finished ia ivory 
with the Red Queen, Mad Hatter 
and other “Alice” characters; sim- 
ple to operate; plays up to 14 
records without attention, non- 
breakable records. 

Price: $29.95 
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They're SELLING!—these top-quality TRACY = ' ’ 
Kitchens are moving in volume because they a aa i 
ARE easy to sell. They LOOK quality—with Lenin ~ ; 
flawless finish and lustrous fittings; they 
SOUND quality—with sound-deadened 
doors; they FEEL quality—with smoothed, 
rounded corners and edges. Every TRACY 
product is its own outspoken salesman. 





More than that—alert distributors and 
dealers are using TRACY “leaders” to stim- 
ulate consumer interest, and store traffic. 


TRACY kitchen sales are filling in profitably 
for other lines which are showing resistance 


to substantial movement. 


Compl... 


An effective array of NEW selling tools and helps is flowing 
to TRACY distributors-dealers. Live, up-to-the-minute ma- 
terials—tuned to present conditions—give support to 
booming dealer promotions that hit hard and pay off quickly. 


tt will pay you to look in on TRACY at 1140 Merchandise 
Mart during the Chicago Furniture Market. Get the story 
on NEW and RED HOT sales activities for kitchen distributors, 
dealers and major stores. There is a place in the TRACY 
program for live ones. 





New consumer promotion helps, new promotional and 
selling tools for wholesale and retail salesmen, hard- 
hitting slide-film program, and a whopping array of 
advertising aids. 





mon THE QUALITY- VOLUME LINE 
The TRACY complete Kitchen Line 
includes Stainless Steel Sink Tops, 


SKY f QUALITY 
ha } L KITCHENS 
Porcelain Sink Tops, Base and Wall 


TRACY MANUFACTURING CO., Division of Edgewater Steel Co., Pittsburgh 33, Pa. Cabinets, Broom and Linen Cabinets. 
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Manufacturer of Refrigerated 
Showcases Cuts Service Problems 


with KLIXON Protectors 


TRENTON, N. J.: Mr. Richard Dennis, Service Manager of 
the C. V. Hill And Company, leading manufacturers of re- 
frigerated showcases and market equipment, is enthusiastic 
the KLIXON Protectors 


their motors. 


over way prevent burnouts in 


“Field performance has convinced us that Klixon Overload 
Protectors have improved the control and operation of ovr 


condensing units and have definitely reduced our field 


service problems.” 


KLIXON Protectors Build Customer 
Goodwill by Preventing Major Repair Costs 


The KLIXON Protectors illustrated are built into the 
motor by the motor manufacturer. In such equipment 
as refrigerators, oil burners, washing ma- 
chines, etc., they keep motors working by 
preventing burnouts. If you would like 
increased customer-preference, reduced 
service calls and minimized repairs and 
replacements, it will pay you well to ask 
for equipment with KLIXON Protectors. 


Manual 
Reset 


Automatic 
eset 


SPENCER THERMOSTAT 
Division of Metals & Controls Corp. 
2512 FOREST ST., ATTLEBORO, MASS. 





RCA VICTOR Radio 


RCA-Victor Div., Radio Corp. of 
America, Camden, N. J. 

Model: “Blaine” low-priced a.c.-d.c 
table radio 

Selling Features: Available in 
maroon, ivory, white, 
tan, blue and red; features an extra 
large built-in loop antenna; iron 
L-F transformers; 72 in. high, 
114 in. wide and 6% in. deep 
Prices: Maroon, $24.95; othe 
ishes $24.95 
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CLINTON Record Players 
Clinton Radio & Phono Corp., 


103 Lafayette St., New York 13, N. Y. 


Melod 


modcl 


Models: Classic, Chorale, 

ind 2 Economy open fac« 

Nos 500 and 50] 

Selling Features: Classic, 

peed automatic with 
shut-off 


Covel closed 


] 
ing head, automatic play 


ords with hig 


ll ree 
fidelity twin crvstal cartridge; 
igh gain amplifier; Alnico \ 
ICAKCT; 
ewel pilot light; luggage twp 
ing case in choice of colors 
Chorale, No. 210, 3 | 
ith quick changeover 
itor; pla ll size vith 
losed; 3-tube high 
Melody. No. 206 
hangeover 
lator; 2-tube high gain amplifier 


Economv No. 500 


ed with plug for cas\ 


} 
pecd plat 


speed 
‘a2 


peed g 


ith quick 


attachit 


nv sound system or phono-inpu 


I'\ 


plays twelve 10-in 


ick, radio or 
itomatic, 


ten 12-in 


spec 


records of same 5] 


hoice of metal base or 
ished leatherette 
Fconomy No 


mechanism as 


501, same 


No 


hanger 
ith its 
pliner 


ft-on-volume control, ton 


} 
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cowhide fin 


own 3-tube high gain an 
n. Alnico 5 PM speaker 
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sclf-index- 
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3-tube 
PM 


volume and tone controls; 
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NEW PRODUCTS nai 


TALK-A-PHONE Intercom 


Talk-A-Phone Co., 
1512 S. Pulaski Rd., Chicago, Ili. 
Model: Intercommunicating | sys 
tem CL series 
Selling Features: Offers a flexible 
combination whereby incoming 
ills may be answered up to 40 ft. 
from any master station or sub 
station, and in which master sta 
tions may talk with each other, sub 
stations mav be called selectively or 
exclusively to any master station, 
ind any master may be used pri- 
vately or non-privately at its own 
yption; adaptable to wide variety 
of installations, designed for sys 
tems requiring operation of more 
than one master station along with 
sub-stations. No. CL-5 is a combi 
svstem for 5. station 
No. CL-10, combination svstem for 
10 stations. Master stations arc 
quipped with talk-listen switches, 
stand-bv, station selectors and vol 
control 


nation use, 


un 
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ESQUIRE Clock-Lamp-Radio 


Esquire Radio Corp., 
26 Court St., Brooklyn 2, N. Y 
Device: Combination 
with a table lamp 
Selling Features: \. ( 
dio equipped with tubes 
tificr; standard band; a 
built-in hank antenna; II 
clock has Se movernent 
turns 


cloc 


superh 


ssion 
radio on at a pre-set 
ilso turns lamp on and serv 
pliance switch 
off feature; lamp features a 
shade po 
ind has a swivel that e1 
1 bedlamp 


walnut, ivor 


} 
pecial safet 


in a choice of po 


glas 
color 


ts use as wailab!] 


and 


+ colors 


—— 5 
Suggested price 


Price: 
3 834.95 


$31.95; IVOr\ 
$79.95 
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2 old friends and 
” ake new triends 


To welco 
Tom 





MERCHANDISE MART 


Dexter and “Dexter folks” have made the acquaint- 
ance of a lot of real nice people in 57 years. Wish 
we had a guest book so we could count ‘em and 
remember back on good times (and not so good 
times, too). 








We've never been able to sell ‘em all, 
but we've had our share. And we never 
lost a dealer for want of a real quality 
washing machine. 


We have some wonderful new Dexter models to 
show you. Our new Dehumidifier is an item that 
should be of interest to all. The new Automatic is a 
sign of things to come . . . we don’t have many, 


DEXTER TWIN-A-MATIC 


For the world’s fastest wash—2 washers in one. Every user is a real 
salesman! Lifetime Guarantee! 


but it’s a beauty. And we have news of some very 
effective new promotions. 


Business friends are good friends. They see 
eye-to-eye, they work for the same goal. So we, like 
you, really enjoy a talk with folks in our kind of 
business. So—come on over to Space 14103 in the 
Merchandise Mart. We'll be mighty glad to see you! 


DEXTER 503-E -.. and the NEW DEXTER 
Economy plus performance. AUTOMATIC NOW IN 
S q 5 YO U f Lifetime Guarantee. LIMITED PRODUCTION 
* 


rus DEXTER 00." "77 


SPACE 14103 MERCHANDISE MART 
Pioneer Washday Engineers for 57 Years 


HOME OFFICE: THE DEXTER CO. e FAIRFIELD, IOWA 
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Give the Watch 


« 


or Ask Your 


PAGE 





LOOKING FOR PROFITABLE 
Dy KITCHEN SALES? 


———“cataLocs 


Are you tired of promotions with 


no pay-off? Then you are ready to talk 





WINDOW BANNERS 


DISPLAY 
CARDS 


to the Palley people for the soundest, most 


profitable steel kitchens selling plan in the 


industry. Palley has everything you need 


to do a volume kitchen business—and make 


money. Write or phone now for the 


Palley Profit Promotion Plan. 


— 
CONSUMER 


PALLEY MANUFACTURING CO. 
1101-1107 WEST NORTH AVENUE 
PITTSBURGH 33, PA. 


Allegheny 1-1600 





the Future 


Alallmank, 


pioneer in the field of 


Helimark Shock Pro- 
tection Guards the 
Brain of Your 
Watch. Hallmork 
Balance Stoff is 
Gvoronteed 

Agoinst Break 

oge Forever 


NATIONALLY ADVERTISED w DUST PROTECTED 
d Onty Throwgh Who! 
Cre, cerenam Ninelesators dy Aiitl-UAGHETIC 
lobber Solesmon| *& 17 RUBY JEWELS 
: we METAL BRACELETS 
= | FULLY GUARANTEED 
| Spec! ity \| 
ye || oe PACKED IN 
PRESENTATION BOXES 
Very Finest 


=| oe 
2) WATCH CORPORATION 


when you wont ine \ 


wares - 





Harry Aronson, President 


22 West Madison St., Chicago 2, Ill. 
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CRAWLS On Roller Bearings 
up and down steps. 


Everybody likes. this 
APPLIANCE TRUCK! 


The ideal truck for every purpose! No 
lifting . . . no fatigue . . . carries a full 
lead safely up and down stairs and 
erowls over obstructions. Your men will 
@ppreciate the Escort truck. 


ideal For Handling: 


* Ges and Electric Ranges 
© Music Machines 
© Any appliance 
The Famous 
Crewier Tread 
eel 














Stevens sor a-s Truck Co. 


Old Savannah Road, P. O. Ben 897 
Augusta, Ga 


NEW PRODUCTS ......... 


HALLICRAFTERS Radio 


The Hallicrafters Co., 

4401 W. Sth Ave., Chicago 24, Ill. 
Model: “Continental” AM = and 
short-wave table radio 

Selling Features: Short-wave band 
marked with names of such foreign 
stations as Rome, Moscow and 
London; plastic available in 
5 decorator colors: smoky black, 
air force blue, grav, sandal 
wood and forest 

Price: $39.95 
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CAaSC 


dove 


Fo, Sain 
CAPEHART Portable Radio 


Capehart-Farnsworth Corp., 
Fort Wayne 1, Ind. 
Model: Capehart No 
portable radio 
Selling Features: Weighs 3} Ibs. 
vithout batteries; + tubes; operates 
on self-contained AB battery pack; 
easy-to-read dial; built-in loop an 
tenna; plastic case book size, avail 
able in taupe, maroon and green. 
Price: $29.95 


Electrical Merchandising, Dec. 1951 


10 personal 


CLINTON Radio-Phonos 
Clinton Radio & Phono Corp., 


Models: Symphony, No. 400 and 
Lyric No. 325, combination 3-speed 
automatic radio-changers. 

Selling Features: Symphony fea- 
tures: a 3-speed automatic changer 
with self-indexing head, automatic 
shut-off after last record; plays all 
size records with cover closed; high 


DECEMBER, 


fidelity twist crystal cartridge; dual 
lifetime needles; 5-tube radio in- 
cludes Ferri-Loopstick antenna; 
easy-to-read slide rule dial with pilot 
light; heavy-duty 5-in. Alnico V 
PM speaker; luggage type carrying 
case in washable Velo-Tex leather. 
ctte in choice tan shades. 

Lyric No. 325, 3-speed record 
plaver has quick changeover speed 
regulator; 5-tube radio with Ferri- 
Loopstick antenna; 5-in. Alnico 
V PM speaker; luggage type carry- 
ing Case in selection ‘of tan combi- 
nations. 

Electrical Merchandising, Dec. 1951 


V-M Record Changers 


V-M Corp., 280 Park St., 
Benton Harbor, Mich. 


Device: Improved VM ‘Tri-O-Matic 
recorder changers Nos. 971, 920 
and 985 
Selling Features: All models retain 
automatic shut-off after last record 
and feature a “Siesta Switch” which 
shuts off amplifier, changer and 
lamp or radio when last record is 
played. No. 920 features a doubl 
plug which makes it possible to 
control lamp and radio 

No. 985 Deluxe portable incor 
porates an additional feature known 
is “Lazy Lite’—a clear Lucite rod 
projecting from speaker panel be 
neath volume control that makes it 
possible to drop a record to replace 
undesirable one without lifting lid: 
rod glows red when unit is on and 
acts as external reject button—push 
it and changer automatically gocs 
to next record 

Other features continued in mod 
els include 3-speed operation; inter 
mixing of 10- and 12-in. records; 
jamproof mechanism and record 
protecting spindle. 
Electrical Merchandising, Dec. 1951 
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HE 122 most important manufacturers of home 
appliances, radio, television, cooking and heating 


equipment invite you to The American Furniture Mart’s 


1952 Winter Market. You can’t afford not to attend. 


Write for Admittance Passes 


TODAY! 
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AMERICAN FURNITURE MART 


“World’s Greatest Home Furnishings Market’’ 
666 LAKE SHORE DRIVE CHICAGO 11, ILLINOIS 
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—ACTUAL PROOF — 
of Long-Distance 
Performance... 


@ Long-Distance reception 
with Hallicrafters is normal, 
not unusual. Here are actual 
reports from ordinary 
consumers, in typical 
reception areas, made by 


production-line Hallicrafters minees te0es 


television sets (NOT ee, 
21” rectangular tube 


souped-up test models): with dynamic tener 
pea-uj} 


163 MILES! _—*155 MILES! 


"We tried many TV sets and finally decided on "We are immensely pleased with our new Hallicrafters 
Hallicrafters. We are receiving Chicago stations 163 Have been receiving Milwaukee which is 60 miles away, 
miles away without a booster.” and 3 Chicago stations, 155 miles away, without a booster.” 
Mrs. R. A. Kusch A. G. Hanson, 
Oshkosh, Wise Fond du Lac, Wise 


HALLICRAFTERS DYNAMIC TUNER 
Television up to now hasn't approached the amazing per- 
fection that Hallicrafters offers with the new “DYNAMIC 
TUNER.” Photographically reproduced circuits, based on 
a once TOP SECRET government design, play a vital 
part in bringing you strong, static-free pictures surpassing 
any other in television. 


If any new UHF (ultra high fre- 

quency) TV channels start operating 

m your area, you can convert your 

Hallicrafters set to receive them merely by 

the substitution of the proper UHF chan- 

nel strips for any of the unused VHF 
channel strips in its ro’ ory tuner 


tune in _ Tune in Adventure on the 


ort WORLD’S MOST AMAZING RADIO 


RECEIVES MORE STATIONS, OVER LONGER DISTANCES 
THAN ORDINARY RADIOS COSTING 3 TIMES AS MUCH 


emaring radio! 


Romantic places clear around the world are brought to your livingroom every night— 
London, Paris, Moscow, Tokyo, the Vatican—countless fascinating international 
shortwave broadcasts, as well as police, aircraft, marine, and amateur stations. 

It is a radio that is all radio, precision-built by trained craftamen, long experienced 
in the high-frequency circuits that have made Hallicrafters famous 

For a generation, Hallicrafters have built more communications 


receivers than all other U.S. manufacturers combined. 
} 
| pee 
SRIOA Only 56925 : efd (EGS 
U.S.A. Broadcast and Short Wave ae eS Si 9 ei 


WORLD'S LEADING MANUFACTURER OF PRECISION RADIO & TELEVISION * CHICAGO 24, ILL. 
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NEW PRODUCTS 


RECORDERS 


WILCOX-GAY Tape Recorders 
Wilcox-Gay Corp., Charlotte, Mich. 
Models: “2A10" and “2A11T’ 
Selling Features: No. “2A10” fea 
tures fully automatic push-button 
operation—3} push-buttons control 
recording playback, forward and 
reverse wind and stop, and handles 
ill necessary adjustments automat 
lv; features 2-speed channels 
providing a 3} speed on which it 
is possible to get full hour continu 
ous recording; second speed (7! 
gives fidelity and quality recording 
Weighs less than 20 Ibs.; 12x14x7 
in.; 2-tone leatherette carrying cas¢ 
ind control panel; clear plastic grill 
No. “2A11 companion model 
to above is identical except for 
speeds—No. “2A11” has standard 
3} speed plus a 1§ channel which 
provides for 2 full hours continuous 
recording on a 5-in. reel of tape 


Electrical Merchandising, Dec. 1951 


PENTRON Tape Recorder 


Pentron Corp., 221 E. Fullerton St., 
Chicago 16, Ill. 


Model: Pentron Duo-Speed port 
able tape recorder 

Selling Features: Restyled; has 
push-button speed change for 33 
or 74 in. plus super-speed rewind 
and forward speeds; automatic am 
plifier equalization in either speed; 
2 hrs. continuous performance on 
7 in. reel at 3} in. per sec; push 
button editing key permits corre¢ 
tion of recordings on any section 
while playing; magic eye recording 
indicator; interlock switch prevents 
accidental erasure and tape spillage: 
crystal microphone; jacks for micro 
phone, radio or TV, auxiliary 
speaker and amplifier; available 
with dual or single track for broad 
cast; 27 Ibs. with accessories. 
Price: Complete $179.50. 
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What's the Appliance-Radio-TV 


“Best Seller’ 
est Seller ? 


HERE’S A YARDSTICK TO DETERMINE YOUR ANSWER.. 


1. It is bought by more people 


Af 
f ~ 
j Ste. 
f es 
£ cy 
4 J 4 


2. It is preferred by more people 


only ELECTRICAL MERCHANDISING measures up. 


It is the best seller of the Appliance-Radio-TV Industry. 
Every issue educates salesmen in Appliance-Radio-TV 
stores, department stores, furniture stores, hardware 


RU (alti l stores and public utilities. Each issue is filled with sales 
pili ( i \ , 


ideas learned the hard way —told the easy way. 


| T A The dealers’ choice year after year 
MEY tla YISHYG @ Ap mcGRAW-HILL PUBLICATION 


@ 330 West 42nd Street, New York 18, N.Y. 
E APPLIANCE—RADIO—TV INDUSTRY 
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tven the Fringe Is Trading TV 





The only reason I’ve still been try 
ing hard to keep after new set salc 5] 
that there is more 
that includes 
tenna. On 
have the 1 antenna rotor 
to include. Only a few people still 

mtent to pick up only Dayton 

don’t want the Tenna Rotor.’ 


Antennas from 40 to 80 Feet 


money on a 
ll and 


] 
Sd ICS 


installation 


almost all new we 


booster a 


With a minimum 40 foot antenna, 
most sets in Wapakoneta are able to 
pick up Dayton, 65 miles; Columbus 
10 miles; Cincinnati 120 miles; and 
a few get Detroit at 164 miles. No 
antenna is put on the roof unless the 
customer demands it. Currently, all 
intenna run +0 to 80 feet and 
the whole llation usually costs 
ibout $170 

Even when people in Wapakoneta 
went to Dayton to buy their sets, 
Kogge did the installation and service 
work. At that time, people were pay- 
ing a lot for entertainment—$349 for 
the set, and $150 for the installation 
“I figured if people wanted to pay 
that much for entertainment, I might 
as well be selling sets myself,” 
Kogg¢ 

Ihe trade-in price of those early 
sets is about $50 for the 10-inch and 
$85 for the 12-inch. Some people, 
instead of trading in, decide to keep 
their old for a second set. 
However, Kogge has a waiting list for 
the used sets when he does have them 
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trength compass to a home and de 
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just 


hooks 
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1 new or a Whenever an old customer comes 
to the store, Kogge tries to feel him 
ut to see if he still likes his set. Often 
he will admit he would like a larger 
creen or name a friend who does. 
With only about 10 _ percent 
saturation in Wapakoneta, Kogge ad 
rtises constantly in the Wapakoneta 
Penny Saver, a community sh pping 
ewspaper that goes to all box hold 
Kogge just crs, and the regular newspaper. That 
osts about $22 a week. Then he has 
found that parties work especially well 
vith television. If a lady is ha 


sale 
inh 
are considered 


We take a field 


lean the an 
ise during th« 


it isnt 


necessary i 
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up 1 
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OK, BERT—CHANNEL 9 COMES IN SWELL” 








Income from Ironers 





har 
nan 


Sales Prospects Sharpened 


CONTINUED FROM PAGE 48 


bridge party, Kogge offers t 
sect to her for the entertainment of 
her friends. Naturally, he comes along 
vith literature about his sets and gives 
1 good pitch 

Since the first of the yea 
has sold about five or six sets a week. 
Many of them resulted from party 
demonstrations ‘Of cours in a 
small community people visit a g od 
deal,” Kogge points out. “That works 
two ways for me. It helps to bring 
the word of 'T'V to the non-owner and 
it helps to introduce large sci to 
the small-screen Both groups 


la 


yan a 


Kogg¢ 


ens 
wWHeT 


reen 


“15 Percent Call Us” 


bout 15 percent of the | 
for trade-ins call in to us,’ 
“They usually call if it 
be possible to show them 4 large 
And over 50 percent of those 
inquiries result in sales. 

“The main thing to get the trade-in 
sale is to get into the home for a large 
screen demonstration,” Kogge con- 
cludes. ““When we can show the new 
set we are on our way to another re 
placement sale. ‘There is just no going 
back to the small screen. It isn't neces 
sary to give a long sales talk about 
how the new sets are better designed. 
As a rule they are well-satishied with 
their old Westinghouse, and know 
that it will pick up the signal. All they 
want is a End 
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Co., is used 

direct 

the utility the firn 

with a mailing list among the 
iore than 7,000 meters in the Metairie 
ction. Every month a list of new cus- 

is provided I 


Light 
W 


sired, 


hen 
furnishes 


from 


from 


Their Method Works Best 
Chet [ 


irse, many othet 

.’ Mr. Webre 

> of flat plat 
and 
about 


factors 
idvertising 
effective w 
ularly in a lim 
munity such as 
rt} artners, have ! 
Oct. 1, 1940, except for 
a slight interruption during the w 
General Electric deal 
Their modern -ontaining 2,400 
sq. ft. of display, office and storage 
space, is located at 3203 Metairie Road, 


he 
business since 
ar 
years, are 


store, 


ng 


on one of the main highways leadi 


into the Crescent City. ind 
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+) : 
¥V/hen the clock strikes twelve 


@ Time has a way of fleeting...a few short 


days and Christmas will be here...then the New Year. 


It is natural in reviewing the year 1951 
for all of us to recall significant events that affected 


our lives and our business. 


Outstanding among the memories of 1951 for us folks at 
Camfield will be the loyalty of our dealers 
and their fine cooperation during one of the most unusual 


merchandising years in history. 


WHEN THE CLOCK STRIKES TWELVE, heralding 


1952, may it usher in a year that is filled with happiness 


and prosperity for you. 


CAMFIELD 


Manufacturing Company 


GRAND HAVEN, MICHIGAN 





CAMFIELD AUTOMATIC TOASTERS—CAMFIELD AUTOMATIC COFFEE MAKERS 
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Twe DWW BOILER ALL-COMPLETE 
PACKAGED UNIT FOR SMALL HOMES 


Here's © boiler to brag about. Constructed to 
operate on a minimum of fuel. Built for easy ac- 
cess with all controls grouped in front. Compact 
enough to slip into the smallest space—yet rugged 

d tear. S° easy on the eye, 8° gener: 

at and hot water. Comes completely 
wired and assembled for quick installation. Saves 
your customer waiting. Soves you time and labor. 





ELECTRIC WATER HEATER SPECIFICATIONS 


DWW Electric 20 ge! 20” = 48” . cop 
OWW Electric 30 ge! 57” x 20" percbeor'ed 
DWW Electric 40 ge! 7” « 22" golvenized 
oww Electric $0 go! $7" « 24° steel tanks 
DWW Electric 66 ge! 60" * 26" cathodic Pfe 
DWW Electric 80 go! 72” « 26" tection OP* 
DWW Electric 990 ott... 22, * 30” dena 
oww Electric 36" « 24" 
Table Top 24" * 24" « 36" 
25" * 25" x 36 
“, 25" 36” 





Chromete* 
elements. 1 
gie of double 
wortteg? to 
me ranyvility 


THE OWW 
AUTOMATIC ELECTRIC WATER HEATER 


Another nome for hot water—that s the 
oww Automatic Electric Water Heater. ADD THE ADVANTAGES OF ALL pDWW 
Here is the height of comfort Abundant 
hot water for every need at your cus- AUTOMATIC ELECTRIC WATER HEATERS 
omer $ command Clean, safe opera- Plenty of clear hot water ° Economy * Trouble-free 
aithful automat service ground performance + Advanced design ° Precision engineer- 
r upright. ing * Gleaming enameled casing right models to 
Sizes . conserve floor space, table-top models for extra work 
All this and streamlined good looks, too. space * Adjustable thermostats ° Extra-thick Fiberglas 
° Underwriters’ approved heavy wiring 
a-heovy galvaniz 
tion in pipin 
sturdy s¥P 
installation ¢ 
nesium rod * Easily removable porthole cover * Chroma- 
heating unit. 


D. W. WHITEHEAD also features a” exclu- 
sive baffle at cold water inlet. This prevents 
mixing of hot water with incoming cole, 
insuring consistently even water tempera- 
ture and greater economy of operation. 


. 


A word to the wise , 


s are s y 
a 
e tni p d 
( onsumer r wiser th nw h nk The ut their trust in trie and tested 


g e DWW trademark a the wo | 
s 
rodu S Tt S wh 1e reet th uld a 


trademark 
your 
customers 


‘ trust 
Ate an ot oR EVERY PURPOs; [D) WEWIE le kK [8 /s\{D) 
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faithful fri 
iend. The 
y kno 
efficiency, real w DWW means proof not promi 
, economy and genuine promises. Proof of top 
service. 


° ENUE. TRENT . 
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ASSOCIATIONS 





Trouble Ahead, IAEL Hears 


Speakers at the group’s annual conference warn 
those in attendance that they will be doing business 
in an “arsenal economy” next year 


ven in New Orleans things can 
look gloomy. 

Delegates to the 16th annual con 
ference of the International Assn. of 
Klectrical Leagues, meeting in the 
Crescent City on October 10-13, had 
plenty of opportunity to enjoy the 
lighter side of life in the romantic 
outhern city. But no matter how 
pleasant their stay there, the 30 league 

\inagers and representatives of utili 

manufacturers and the trade press 
uld hardly ignore the warnings 
nded by speakers forecasting busi 
in an arsenal economy 

| here was, for instance, the speech 
of Harry Holbrook, director of NPA’s 

mer durables goods division. He 
ied that the conservation measures 
dy taken by the appliance indus 

ind praiseworthy 
irce—have amounted to little but 
mming the cream” He told 
nufacturers that the time has come 


it may be nec 


hnpressive 


‘dig 
functional 
that mav b« 
y in new tools and methods.” 

McDaniel, president of the 
Mfrs. Assn., 


material shortages are becoming 


essary to 
per into rede igns of 
ind “make changes 

ee 
Glen 
) TT.) 
{adio-Television 


+ 


warned 


lore acute illocations of several 


ritical metals have been sharply re 
ed for the fourth quarter and mai 
ut again for the first quarter of 

thus, it would appeat 
it manufacturers unable to 


their civilian pr 


will be 


duction 


Pump Makers Honor Jones 


greatly during the next few months 
regardless of the extent of consumer 
demands.” 

Leagues Are Ready. The program 
got off on a serious note on Wednes- 
day morning, October 10, when Hut- 
son Colcock, president of the Electric 
Assn. of New Orleans, told the group 
during his opening speech that leagues 
must furnish leadership for the elec 
trical industry “during the arsenal 
economy” period In reply, IAEL 
vice-president R. B. Hubbard assured 
the group that “The Leagues Are 
Readv"’. He offered a list of addi 
tional activities which leagues might 
consider as a supplement to their regu 
larly scheduled programs. The sug 
gestions included 

use of the lIcague as a clearing 
house for listing available supplies 

sponsorship of salvage drives 

cooperating with appliance repair 
departments to keep appliances in use 

plaving an active part in the work 
of local or state civil defense agencies 

keeping on hand active files of 
governmental orders 

continuing educational 
Ing programs 

Other papers on the 
program included one by Dr. Dexter 
M. Keezer, director of McGraw-Hill’s 
department of “The 
Situation”, (paper 
ence Wray, editor of 
NIERCHANDISING), and 

mublisher of Electrical 


ind train 


opening 


economics, on 
Gencral Economic 
id by I a 
IL ECTRICAI 
C. W. Leil 


RECOGNITION for achievements in merchandising electric water systems went to 


Robert T 
Nat’! Assn 


Anaster 


Jones, right 


ELECTRICAL 
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f Pennsylvania Power and Light Co., during meeting of 
of Domestic & Farm Pump Manufacturers. At 
executive secretary and director of the group 


left is Herbert C 


1951 


BOSTON’S WADDELL heads IAEL 


Dealer, who spoke on “Appliance 
Marketing Today and ‘Tomorrow.” 

Wednesday's afternoon session in 
cluded a discussion of “Why My 
Utilitv Thinks It Is Good Business To 
Support an Electrical League” with 
W. 1. Clark and R. C. Hienton of 
the Cleveland Electric Illuminating 
Co. as speakers \ panel discussion 
on league organization and operation 
had IAEL members Don E. Rosen 
thal, R. J. Samson, Jack Canady, R. I 
Halverson and Glen L. Logan as 
participants. W. T. Clark of EFI, 
WwW. J. Donald of NEMA and Miss 
Frances Armin of the National Ade 
quate Wiring Bureau outlined 1952 
industry programs being sponsored by 
their groups 

Second Panel. \ discussion of 
league programs and _ activities 
presented on Thursday morning as an 
open forum with A. H. Kessler, J. 
Clark Chamberlain, Victor W. Hart 
lev, J. R. Waters and H. EF. Cook 
participating 

The Friday morning session was dc 
voted largely to the future outlook 
for appliances and television. Speak 
ers for this portion of the prograin in 
cluded Holbrook, McDaniel and 
H. E. Putnam, customer service man 
ager of Landers, Frary & Clark. The 
latter warned the group that “In an 
emergency period, the manufacturer, 
the distributor and the dealer have an 
obligation to the consumer, which 
must be fulfilled if at all possible 
that is, to keep their appliance in 
operation. And without being an 
alarmist I would like to state that it 
could well be that by the end of 1952 
the dealer may have little to sell but 
service.” 

The final session on Friday after 
noon included speeches by K. C. Gil 
lespie of the Electric Assn. of Kansas 
Citv, Fred Sudduth, an electric con 


Was 


tractor and appliance dealer from 
Marshall, Tex., and E. J. Hegarty, 
sales training director for Westitig- 
house. In discussing “The League’s 
Place in Maintaining Industry Morale 
ind Keeping the Public Informed”, 
Gillespie said that “if our leagues gan 
follow the pattern set forth here to- 
day for building and maintaining in- 
dustry morale and in keeping the 
public informed, there will be a pro- 
ductive, profitable and pleasurable 
future ahead for all of us 

Elect Officers. J. G. Waddell of 
the Electric Institute of Boston Was 
clected president of the IAE.L for the 
coming year during the final confer- 
ence session. Assisting him will be 
R. B. Hubbard of Denver as vice-presi- 
dent, A. L. Maillard of Indianapolis 
as treasurer and J. A. Morrison of 
Philadelphia as secretary. Named to 
the board of directors were FE. A 
Weisser, Jr. of Pittsburgh, E. J. Mc 
Ginnis of Cincinnati, D. E. Rosenthal 
of Omaha, R. L. Halverson of Salt 
Lake City, and Richard Hall of Van 
couver, B. C. Immediate past-presi 
dent A. H. Kessler will serve as an 
advisory member of the board. O. C 
Small of NEMA was re-appointed 


corresponding secretary 


NAED: New Home 


Ihe National Assn. of Electrical 
Distributors formally opened its new 
Manhattan headquarters in late Octo 
ber with an open house for the 
business press. Located in the newly- 
constructed Norway House at 290 
Madison Ave., the new offices provide 
the association with increased facilities 
to house its expanded staff (which in 
turn was made necessary by increased 
membership in the organization 
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rp CEMCO HYDRAUL-LIFT TAILGATE 





It’s a hydraulic operated tailgate that 


———m—e=yBEST WAY 
TO HANDLE 
APPLIANCES 


raises or lowers 2,000 pounds safely and 
smoothly. Can be instantly stopped and 
held at any point. Mounts readily on any 
‘+, to 5 ton truck. 

On your truck it eases man power prob- 


Complete spestteations—ceere lem, means safer handling of heavy appli- 


near you — are yours for the 


Write Dept. E-5, 


EMCO INDUSTRIES, INC. 
| GALION, OHIO’ 


asking ances—gives you modern equipment. 
s nee 














first where quality counts 


ELECTRICAL DATA 
3200 Series: 15 ampere 
125 volt or 5 ampere 
250 volt operation 
AC-0C 

3300 Series: 20 ampere 
125 volt. or 10 ampere 
250 volt, 1 H.P.A-C only 


Mark-Time Coin Meters give dependable 


make 
its 
COUNT 
with 
MARK-TIME 
COIN METERS a 


a 


.. EL) Se 


HARTFORD CONNECTICUT 


performance wherever measured minutes 
are for sale. They are designed for use 
with washing machines, public radios and 
phonographs, public typewriters 
ium sun lamps 


gymnas- 
tennis court lighting, and 
similar installations and are slotted for 
dimes and quarters, either of which may 
be deposited without the other 


Although the standard setting is 20 min- 
utes for ten cents and one hour for 25 
cents, other timings cre available in ratio 
of 3 to 1. 


Face and timing mechanisms only are 
available for special applications 


Canede send ing 


Ontorio Hughes Owens Co, Ottawa, Ontario 


OPTIMIST J. C. Cahill, left, of the Detroit Edison Co. paints a rosy picture of 


the future of farm electrification programs for John M. Wicht of 
J. L. Copeman of Monongahela Power and J 


Blackstone 


H. Keele of Florida Power & Light 


They Want TV on the Farm 


But that’s not the only—or the best—reason for 


pushing farm electrification. 


NFEC conferees hear 


speakers urge electrification of farm equipment 


“Rural people necd television a lot 
more than city people.” 

That's the opinion of Claude Wick 
ard, administrator of the Rural Elec 
trification Administration. Addressing 
the sixth National Farm Electrification 
Conference in Cincinnati in mid 
October, Wickard pointed out that 
many persons have the mistaken idea 
that electricity is a luxury in a 
but a necessity in an 


farm 


home urban 


| home. “Rural people should have tek 


vision because it offers so much in the 
way of education. Some colleges should 
look into the presentation of pro 
grams that have an cducational ad 
intage,”” Wickard Man 
farm people can b vn good den 
onstrations of appliances via ‘T\ 

Agreement. Wickard and Georgi 
M. Gadsby, president of the Utah 
Power & Light Co., and head of the 
Edison Electric Institute, were the 
principal speakers at the conference 
Both struck a common note when 
they urged the application of ele 
tricity to farm equipment as well a 
to appliances on the farm 

Said Wickard: “It is just as im 
portant to get the general public to s« 
that electricity is as necessary for pro 
duction of food and fiber as it is in 
iny factory which produces essential 
commodities.” 

Said Gadsby: “Only a start has been 
made in comparison to the work that 
remains to be done in adapting and 
developing equipment and devices for 
useful work on the farm.” He pointed 
out that these new developments will 


ontinu 


| be aimed not so much at comfort as 


it increasing production, reducing 
cost, improving quality and market- 
ability of produce and reducing the 
risk of crop loss or loss of crop value. 


DECEMBER, 


Don’t Try Glamour. Frances Armin 
of the National Adequate Wiring 
Bureau told the group that surveys in 
dicated that the best way of telling the 
public the adequate wiring story was 
the direct approach—and that the in 
direct approach (glamorizing the stor 
did not have as much effect as the 
more pointed method 

Detroit Edison’s J. ¢€ cahill told 
the delegates that electricity used on 
the farm today is a fraction of what it 
will be in the future. ‘Team work with 
the dealers will go a long way toward 
improving it,”’ he pointed out. 

L.. P. Olson of Moline, Ill., a mem 
ber of the executive board of the Na 
tional Appliance and Radio Dealers 
\ssn., told the conference that re 
tailers seeking rural appliance business 
should consider it their obligation to 
irrange for the proper servicing of thi: 
equipment. 

John Strohm, associate editor of 
Country Gentleman, vice-chairman of 
the conference this year, was named 
hairman of the next meeting to b« 
held in October, 1952 


NAED: Coast Meeting 


Ninety percent of the retailers in 
the appliance and radio-TV business 
would not be able to stock a represen 
tative line of merchandise without 
some plan for the financing of their 
display and back-up stock, W. J. Liver- 
more, financial representative for 
Westinghouse, told electrical distribu- 
tors and industry representatives at- 
tending the fall convention of the 
Pacific Zone, National Association of 
Electrical Distributors, at the Ahwah 
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Now! See More Lines... 

More Sources of Supply ... . 
Make More New Contacts . . . 
All in one buying trip to Chicago 


NATIONAL HOUSEWARES EXHIBIT 
NAVY PIER plus 


UNIVERSITY OF ILLINOIS 


DRILL HALL 


CHICAGO 


A record demand for space has made it physically MORE THAN 600 EXHIBITORS 
impossible to accommodate at Navy Pier all the 


manufacturers who applied for space in the AND THOUSANDS OF LINES 


Chicago 1952 National Housewares and Home 
Appliance Exhibit. 


We have been extremely fortunate, however, 
in securing additional exhibit space in the Drill 
Hall located only 200 feet from Navy Pier proper. JAN UARY 
This has enabled us to take care of more than 


100 additional manufacturers. 


To you this additional space means new 17-24, 


products, new sources of supply and many im- 


portant new contacts. It will pay you dividends 
in many ways to make certain that you do not ] 5 
miss any of the exhibits in the two buildings. 


(Exhibit not open 
Sunday, Jan. 20) 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


(Incorporated not-for-profit) 


1140 Merchandise Mart, Chicago 54, Illinois 


wr 
ae 


ELECTRICAL MERCHANDISING—DECEMBER, 1951 121 








THE Kitchen-Aire EXHAUST FAN 
Is DIFFERENT ...! 


Different, because it is FIRE-SAFE, grease laden air is NOT drawn over motor: 


Different, because intake grill may be mounted above cooking range even on 
inside wall; 


Different. because ordinary 6” stove pipe will serve for making connection 
between intake grill and exhaust fan: 


Different, because it is QUIET. operating mechanism is mounted OUTSIDE 
the wall; 


Different. because it is weatherproof, back draft damper protects against 

heat loss. op ing mechanism is housed in corrosion-free aluminum. 
Yes, the Kitchen-aire is different. It is electrically operated, can be installed 
anywhere in new or old houses, keeps kitchens cool and odorless, bathrooms 
and recreation rooms fresh and basements dry. Underwriters Approved. 
Advertised in Better Homes and Gardens. A fast seller: Inquire today: 


STEWART MANUFACTURING COMPANY 
318 E. St. Joseph Street Indi li 




















HOW and WHY 


Flag Labelling Has Multiplied 


— Another reason why 
your products should | 
carry this safety : 
identification 


Since 1948 — when manufacturers began identifying safe 
Cord Sets and Power Supply Cords with the U/L blue and 
green Flag Labels — use of this important safety identification 
has increased twenty-four fold! 

Now millions of cord sets and power supply cords on elec- 
trical equipment are clearly marked for the buyer's protection 
— ‘Inspected — Underwriters’ Laboratories, Inc."’ 

Everyone who sells or uses electrical cords bene- 
fits by this progressive idea. For cords are the life- 
lines of home electrical service—and the Flag Label 
offers assurance of quality and dependability. 

Appliance Manufacturers, Distributors and Deal- 
ers are invited to participate in the Safe Electrical 
Cord Program. Full particulars are available. Write 
to International Association of Electrical Inspectors, 

812 N. Michigan Ave., Chicago, Illinois or The 
Safe Electrical Cord Committee, 155 East 44th St., 
New York 17, N. Y. 


Equip Your Products With Safe Electrical Cord Sets Bearing The FLAG LABEL 
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nee Hotel, Yosemite National Park, 
Calif., Oct. 1, 2 and 3. 

Livermore pointed out that 34 per 
cent of the business failures result 
from poor financing, and with in- 
creased prices, more taxes and higher 
operating expenses the dealers face the 


difficult problem of carrying enough | 
merchandise on the floor and in the | 


warehouse to do the kind of selling 


job the distributor and the manufac- | 
turer expect of him. Therefore, he | 


contended, there is a need for a joint 


campaign by wholesalers and suppliers | 


to encourage banks and other lending 
agencies to meet the current financing 
needs of the retail appliance dealers. 

“Tn everv field the outlook for busi- 
ness appears favorable for the 
1952,” said Frank W. Mansfield, di- 
rector of market research for Sylvania 
Electric Products Inc., in his address 
to the convention. And there is also 
the extra business that can result 
technological advances. Who 
can sav when there will be some other 
commodity that will revolutionize our 
economy as completely as did the auto 
mobile, the airplane and the 
machine,” he said 


With the Leagues 


San Diego 


l \. Mattison xecutive vice- 
president of the Bank of America and 
originator of that firm’s famous 
“Timeplan” for financing retail sales 
was the principal speaker during the 
fall conference of the San Dicgo Bu- 
cau of Home Appliances fall con- 

rence 

Mattison told the group that good 
management in the retail field is noth- 
ing more than the use of common 
ense in planning. merchandising, op- 
crations clling and fi- 


from 


washing 


promotion 


c¢ 


Kansas City, Mo. 


Through the cooperative 
the television distributor 
the Electrical Ass« 


Citv, members got 50‘ 


efforts of 
members of 
of Kansas 
more for 
their monev when thev spent $11,750 
for tel promotion this fall 


clation 


is1On 


Los Angeles 


\ list of “grip trom dealers in 
the Los Angeles trading area were 
tucdied during the tall conference of 
Klectric League of Los Angeles. 
lollowing talks bv Forrest Denning 
of the California Bank and Robert 
Sample of the Better Business Bureau, 
Willard Hellman, chairman of the 
mecting outlined the objectives of the 
newly formed tailer divi 1oOn of 


} } 
ne icague 


Phoenix 


New officers re 
Appliance Merchandisers’ Assn. of 
Phoenix, Ariz. include: Jim O'Neil, 
Ilome Supply Co., president; F. A 
Vhomas, Arizona Wholesale Supply 
Co., vice-president; Don Morgan, Al 
Jennings Co., secretary; and 
Black, Black & Rvan, treasurer 

Phe second annual television DOSI 

ANIA drew? an 


row crowd of 20,000 this fal 


ently ele 


ted by the 


Leon 


on sponsored bv the 
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year 


This might work... 


...for umbrella shops 


BUT... there’s an easier 
wav to get BUSINESS 
in the NEW 
CONSTRUCTION FIELD 


Dodge Reports keep you posted all 
types of new construction. This long-estab 
lished business service tells you where pros 
pects are, what they're building—and whe» 
vou should sell them: 


All you do 1s tell 
you're interested 
in and what kind 
of jobs you want 
reported. Then we 
mail you daily 
Dodge Reports 
carefully screened 
to your specilica- 
tions regarding 
area, type of con- 
struction, Minimum vz 


ol progress 


F. W. Dodge trained 
over 900 strong, get 
straight 
tractors, 
building news 


us which 


areas 


DODGE 
REPORTS 


tell you 
who to sell — 
when to sell 


iluation, and 


news-gat 
construction 
from architects, engineers I 
owners, and other sources of 
hese Dodge field men cover 
every county and every state east of the 
Rockies. Put them to 
work finding ready-to 
pooct uy prospects for your 
events product or service! 
en 


Get all the facts on Dodge 
Keports. Write for new 


book, or call the F. W 
Dodge office near you 


DODGE REPORTS jas 


CONSTRUCTION WEWS DIVISION 
F. W. DODGE CORPORATION 
119 W. 40th St, New York 18,N.¥. 





CORPORATION 
Timely, accurate, comprehensive 
construction news service 
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ELECTRICAL 


wen of 5 


You can help maintain steel pro- 
duction . . . for military and civilian 
. by salvaging your iron 
and steel scrap—now and regularly. 


needs .. 


Steel mil! productive capacity is 
being constantly increased, and we 
can meet military and civilian de- 
mands... 

If we all pitch in and 
turn in our iron and steel scrap 

Scrap is the scarce commodity. 
The amount of working scrap—the 
wastes of metal-working, such as 


trimmings, borings, etc.—is not 
enough for the enlarged furnace 
capacity. 


It will take the dormant scrap to 
keep the furnaces running—old, 
outmoded machinery, equipment 
and parts that you’ve already 
“junked” or can junk because you 
have no further use for them. 


We need extra millions of tons 
of scrap this year and next year. 
All of us can help by clearing out 
our plants and yards—now. 


NON-FERROUS SCRAP IS NEEDED, TOO! 


This advertisement is a contribution, in the national interest, by 


McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET 


MERCHANDISING—DECEMBER, 


NEW YORK 18, N.Y. 
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TELEVISION 





Slow Thaw for TV Freeze 


Officials predict that only 80 new stations will 
be on the air by mid-1953. Their potential market: 


600,000 sets per year 


fhicial 
realistic pr 
time that 


television stator 


Government 
rived at 
the 
m new 
lifted 

Briefly, authoritic iow for t a 
possible tation 
ized by Jul 1952 
about a year later 


ipproximate 


SO new being author 

ind on the air 
These new outlets 
will result in approximately 2,500,000 
homes for potential TV sets. Curtis B 
Plummer, Chief of the Federal Com 
munications Commission’s broadcast 
ing bureau, told the transmitter group 
of Radio Manufacturers Association 
recently that the T'\ probably 
would be lifted between February 
] and March | Of next vear. As 
suming that FCC could start granting 
permits for new stations about April | 
1952, he for S$ man 3 W 
stations authorized by Jul 
viding no serious legal 
developed during the 
new outlet 


freez 


entanglement 
The 
re la 


ncarmgs 


in inall 


tively 
tions of 50,000 or under—possibly a 
few in 100,000 population commun 


uncontested areas with popula 


ities 

‘As a wild guess,” Plummer said, 
the division of VHF and ULIF sta 
tions mght run about 50-50 

Any sizable expansion in television 
is still a long off, Plummer 
warmed. Highly competitive markets 
Portland, Denver and E] Paso 
may require long drawn-out hearings 

'\ Can b« 


low ly 


wal 
l 
like 


xpected to move much 
more where competition is 
keen. It takes normally 9-12 months 
fo IV station to go on the ai 
ifter a construction permit has been 
granted by FCC. Another months 
may be required to get NPA approval 
However will be 
because of equipment orders placed in 
inticipation of an FCC 


werage of 


some time saved 
grant 

10 months 
few, if any new station 
January 1, 1953 


Assuming an 
is a lead time, 


vill be on the air by 


Mobilizers OK Color Research 


INDICATIVE OF THE SCOPE 


these five different type f tri 
t the 
RCA 


he tube 


tik 


Color television la 
back in the laboratory and it 
likely to stay until the 
the easing) of the mobilization pet 
Turning back the 
two steps: the first was Defense Mo 
bilizer Charles Wilson's request that 
production of color sets be stopped 


The second was the government's cd 


there 


color clock took 
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being done on color television are 
RCA 
technical 


ped by cientist Unveiling 
popers on r by 
1gstrom, RCA 


RCA in field-te 


vice-president 


ing its com 


ion that even though it might be 
desirable to stop producing color set 
it was not necessary to halt develop 
ment work on them 

It appears likely, 
when commercial color is 
ifter the mobilization period, the 
FCC may again have to decide on the 
merits of various systems 


that 
unfrozen 


therefore, 


according to F.. ‘I’. Morris, Jr., Direc 
tor of the Electronics Division of 
NPA. Stations should begin operating 
during the first quarter of 1953, he 
said, with the first 80 on the air by the 
middle of 1953 

One big question is whether the 
materials necessary to construct sta 
tions and manufacture receivers will 
be available. Morris indicated that 
every effort will be made to give in 
dustry reasonable amounts of critical 
materials 

Most of the first 80 stations will be 
in single station cities. Assuming an 
average population of 100,000 the 
should produce a total audience of 
about $8,000,000 people, o1 
2,500,000 potential TV homes 

he first 80 markets to be opened 
during the initial half of 1953, Morris 
said, will result in an estimated poten 
tial market for about 600,000 sets a 
vear after all 80 markets are opened. 
Decreasing sales, as existing markets 
become saturated, will release sets to 
these new markets 

Production of sets to fill new markct 
requirements, he stated, should not 
start to materialize until the fourth 
quarter of 1952. Some fourth quartet 
production will go into new markets 
ypening in the first quarter of 1953 

Morris forecasts between 3.5 and 4+ 
million television sets for 1952, com 
pared with 7.4 million sets for 1950 
ind about 5 million sets for 1951. The 
1951 drop is due to lack of sales rather 
than scarcity of materials. ew of the 
1952 sets will be required for new 
markets until 1953. He qualified hi 


ibout 


TV: Adding FM 


he idea of providing I'M reception 
for ‘I\ isn’t a new one in the 
television industry. But it is an idea 
that has never really caught on 
In October, however, the clectronic 
parts department of Allen B. Du Mont 
Laboratories made a start towards mah 
ing it possible for ‘I'V owners to con 
vert their sets for FM reception 
kd Hlinck, component sales man 
iger for the company, announced that 
Du Mont would offer a trade-in allow 
through distributors) on ever 
replaced by a Du Mont “in 
vhich rece IM 


scts 


ance 

old tuner 

putuncr 
ists 


Ives broad 
Du Mont officials emphasized, how 
that only a limited number of 
had been set aside for the pro 
motion and that the trade-in offer was 
for a limited period. With the prospect 
of dwindling supplies within the im 
dustry, it was doubtful if anv appre 
ciable number of existing scts would 
b converted 


tuners 


Sales: Going Up 


['V set sales hadn’t reached boom 
proportions by early fall but indica 
tions were that on the factory level, at 
least, things were picking up 

G. L. Hartman, general sales man 
ager of Belmont Radio Corp. (makers 
of Raytheon sets), reported in late Oc 
tober that fall orders were “substan 
tially above anticipated quotas.” 


DECEMBER, 


Shipboard TV For Lakes 


TELEVISION been in 
stalled on 24 vessels of the Pittsburgh 
Steamship Co. by the Heisner Radio Cc 
of Lorain in conjunction with WESCO 
The Westinghouse sets will provide TV 
and a half days of 
cruise 


sets nave now 


service for about tw 


the normal six and one-half day 


that 
estimate, as, 


1952 figure by saving man\ 
factors could affect the 
tor example, substitutions and con 
servation of materials. Conversely, the 
shortage of one critical component 
could curtail production seriously. All 
in all, however, the possibility of pro 
ducing + million ‘TV sets in 1952, 
coupled with increases in militar 
contracts) promises the electronics im 
dustrv a brighter future than that 
faced by other similar industries 


Slightly carlier in the month, A. A 
Brandt, general sales manager of G-E’s 
receiver department, acknowledged 
that his firm’s ‘I'V sales had reached 
very satisfactory levels during recent 
weeks and are on the increase.” He 
that curtailed production 
would combine with the increased de 
mand to “result in an actual shortage 
of ‘I'V at the consumer level either late 
in 1951 or early in 1952.” 

\ somewhat more indirect indica 
tion of the industry’s position was 1 
ealed in October when West 
inghouse told its employees that a 
company-wide allocation program had 
been set up “to assure employees of 
receiving a fair share of the dwindling 
upplv of television re ia 


warned 


carly 


Bouquets & Brickbats 


Sylvania handed out its highly pub 
licized television awards last month 
ind then broke with “award giving” 
tradition by balancing its hosannas 
with some well-thought-out criticism. 

I'wo comedians (Sid Caesar and 
Imogene Coca honored as the 
best actor and actress, “Zoo Parade 
Meet the Press’, and “Fireside 
Iheatre’’ were also honored and John 
Daly was singled out for excellence as 
1 moderator and master of ceremonies 

But the 17-man committee (headed 
by Deems Taylor) added some signifi 
cant critical comments to its report 
Acknowledging that T'V’s “power as 
a social force is incalculable”, the com 


were 
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mittee added that “unless the re 
sponsibility that goes with this use of 
the air-waves is completely understood 

. it can never become a great force 
for creative entertainment, for cu!tural 
advancement and for lifting the stand 
ards of taste of its viewers.” 

“We would be less than honest,” 
the committee continued, “if we did 
not say that we find a dearth of cre- 


ative excellence peculiar to television 
in the field of entertainment.” De- 
ciding “reluctantly” to make no chief 
award at this time, the committee 
noted that no outstanding program 
has “consistently met the severe re 
quirements of the chief award” 

In its report the committec had 
specific words of praisc and criticism 
for various types of television shows 


AWARDS JUDGE Deems Taylor looks on as Sylvania president Don Mitchell, right, 
hands a ‘‘Sylvia’’ to Marlin Perkins of Zoo Parade 


TV Briefs 


@ A chain of four television stations 
will begin operating in Colombia 
soon. The stations will be financed 
with four million dollars in U.S 
capital. A fifth station will be operated 
by the city of Bogota 


@ Theatre television and home T\ 
can and eventually should function as 
complementary media, RCA’s Joseph 
B. Elliott said recentiv in denving re 
ports that home television interests 
are building up a “‘war chest” to com 
pete with theatre TV 


@ Hoffman Radio Corp. has raised 
the list price of seven models in its 
fall TV line. The increases were at- 
tributed to “consistent firming up of 
prices on picture tubes and other 
components 


@ Sylvania Electric Products, Inc., in 
late October raised list prices on its 
I'V line from $10 to $20 


@ A new television circuit which re 
duces local interference with TV pic- 
tures was described to the National 
Electronics Conference recently by 


Zenith’s Meyer Marks 


Going Abroad: TV Production Ideas 


OFFICIALS of Matsushita Electric Industrial Ltd., take a look at TV production 


lines in Packard-Bell’s Los Angeles plant 


Japan currently has no television service 


but is preparing for introduction of the medium next year. The Matsushita firm, 
with 19 plants in operation, is expected to be among the leaders in the manufacture 


x4 TV equipment 
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ELECTRIC 
WATER 


(f/ ' 
( A 
HEATERS 
WITH HOT AND SNAPPY FEATURES... 


to increase your sales and keep customers ‘‘sold”’ 


I'M HOT, the exclusive, 100% 

efficient Immersion-Type Heat 

ing Element. I'm completely 
submerged so that all my heat is rapidly trans- 
ferred directly into the water. I'm easy to re- 
move... the tank stays full while you slip me out 
of my “no-drain” copper well. 


I'M SNAPPY, the pat 
ented Snap-Action Ther- 
mostat.!'LL SNAP on and 
off without chattering or arcing. I'm submerged 
in the water, too, for accurate, positive tempera- 
ture control. I'm easy to service or remove. 
no need to drain the tank... just slip me out of 
my “‘no-drain” copper well. 
(Illustrated) The DOUBLEX ELECTRIC, one of a complete line of round and table-top 
water heaters. Sold through leading electrical wholesalers. Write for catalog. 


NATIONAL STEEL CONSTRUCTION CO. 


500 MYRTLE STREET 301 WATER STREET 
SEATTLE 8. WASHINGTON LOGANSPORT, INDIANA 











Double Ovens — 
DOUBLE. CON. 
TROLS — each oven 
controlled inde- 
pendently by its 
own clock and 
thermostat! 


* 


A wonderful FIRST 
for ENTERPRISE, the 
range that has al- 
ways been first with 
the finest cooks for 
almost a century. 


21 Beautiful Models—For ELEC- 21 Beautiful Models—one for any 
TRICITY and ALL TYPES OF size kitchen; one for any size 
GAS. purse. 


Phillips sButtorff 


MASMBILLE 











Electric 
Automatic 


FRENCH FRYER 


Gift Wrapped in 
Gay Cellophane! 


% Food Warmer 

*% Automatic Saucepan 
*% Automatic Casserole 
* Automatic Roaster 


Check the market! It takes 
Something Extra to build volume 
even at Christmas! The 
automatic electric French 


sales 

Burpec 
Fryer supplies that Extra sales 
punch 


wrapped and ready to sell, with 


Comes to you gift- 


FREE recipe cards Made from 
finest mirror polish, die-drawn 
aluminum. Chromalox heating 
nent. Round construction 
scams or cracks. A service-free 
discounts; 
FOB 


iance! Regular 


pping wt » Ibs.; 


rton, [hh 


See Your Distributor Today— 
or ORDER NOW— Direct from 


THE BURPEE CO 


BARRINGTON, 


Dept. 7 
ILLINOIS 
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Industry Picture Brightens 


September figures better those of previous 
months with washers, radio-TV, cleaners and ranges 
registering the biggest gains 


Ih 


} 
pil Ince 


production picture in the ap 
radio-I'V industries in Septem 
considerably brighte: 
the preceding months 
Healthier sales at the retail 
better balanced inventories 
end to 
most lines 
tion hgur 
increases 


ber wa than in 
levels 
ind an 
shutdowns allowed 
to post September produc 


vacation 


vhich represented marked 
over production during the 
months 
Sharpest gain 


summe! 
registered by 
vashers, 


Were 
racho 
s, but 
ind drvers also 

freezers ind 
August figures 
and both drops were slight 

Good Washing. Production of wash 
ed 
sharply upward for the second straight 
month. August had been 100,000 units 
better than July and September proved 
to be about 74,000 better than Au 
September totals of 313,74¢ 
percent behind the 
same month last vear but nine month 
cumulative figures (2,522,755 units 
were only 18 percent behind last vear 

li rs also moved upward for the 
second straight month. September 
output of 15,300 shighth 
more than 1,000 ahead of August and 
7,000 ahead of Juh Compared to 
1950 levels, however, September pro 
duction was off 56 percent and nine 
month cumulative totals (210,700 
units) were 25 percent behind 

Dryer production in September was 
higher than in anv month since March 
and was the second highest monthh 
total registered this year. Output of 
43,752 units was 39 percent ahead of 
1950, while nine-month 
52 percent ahead of 1950 

September vacuum cleaner produc 
tion (210,086 units) was the highest 
monthly total since April but was still 
36 percent behind 1950. Nine month 
totals (just two million units 
were 24 percent behind last veat 

Gains and Losses. Refrigerator pro 
duction (215,459 units) represented 
a marked improvement over July and 
\ugust figures but remained far below 
the monthlv levels established last veat 
ind in the first four months of 1951 
Nine month totals (3.2 million) wer 
31 percent behind 1950 but still ahead 
of any other year 

Range production in September 
jumped sharply from August's 65,000 
units to the 9 level. ‘This was 
till 38 percent behind last vear but 
19 pcr 


the manufacturers of 
rv, 


one’s, 


ranges and vacuum cleane1 
refrigerators, 
upward Only 


water heaters fell below 


moved 


ing machines in September mo 


gust 


~ 
units were Jf 


units Was 


totals were 


ove! 


»U00 


nme month figures were onl 

nt behind 1950, thanks to 
production in the first five 
the current vear 


heavi 
months of 


\s far as appliances were concerned 
the only September losses were in 
curred by the freezer and water heater 
industries. Freezer output 


dropp d 


from 68,587 in August to 67,968 in 
September. ‘This was 10 percent bet- 
ter than September, 1950: nine month 
totals (591,000) were 26 percent better 
than last vear 

Water heater production fell to 
41.522 units, 2,000 less than in Au- 
gust and a whopping 48 percent be- 
hind last vear. Nine month totals 
544,000 units) were seven percent 
behind 1950 

TV: Better Picture. Compared to 
last vear, September production of 
337,000 TV sets was no accomplish- 
ment at all. But stacked up against 
July and August figures, the Septem- 
ber total was a tremendous improve 
ment. In August onlv 146,705 sets 
were turned out. The September fig- 
was 60 percent behind that of 
1950 but nine month totals (3,970,000 


sets only 21 behind 
1950 


ure 


was percent 


September production of home 
radios (603,000 sets) more than dou- 
bled the August figure but was still 
2+ percent behind 1950. Nine month 
totals (5.1 million sets) were about 11 
percent behind last vear 

Production of both portable and 
iuto radios also increased in Septem 
ber. Portables moved up 26,000 units 
to 103,355 while auto radios jumped 
upward 200,000 units to 393,836 
Compared to 1950, September port 
able production was off 20 percent 
ind auto radio output was off five 


percent 





Scheduled Meetings 


AMERICAN HOME LAUNDRY 
MERS. ASSN. 
Annual Convention 
Chicago, Ill 
January 5 


CHICAGO FURNITURE MARKETS 


Merchandise and Furniture Marts 
January 7-18 


NAT’L APPLIANCE & RADIO 
DEALERS ASSN. 


Winter Meeting & Annual Convention 
Chicago, Ill. 
January 13-15 


HOUSEWARES SHOW 


National Housewares Mfrs. Assn 
Navy Pier, Chicago 
January 17-24 


LOS ANGELES FURNITURE 
MARKET 
Los Angeles Furniture Mart 
January 28-February | 
WESTERN WINTER MARKET 


Western Merchandise Mart 
San Francisco 
February 4-8 
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THE NEW 


Zz ¢ 


FREEZER 
THERMOMETER 


MOUNTED OUTSIDE 
OF FREEZER 


May be placed at eve 
level or any loc 
near freezer that is co 
venient for fre 


reading 


SHOWS TEMPERATURE 
INSIDE OF FREEZER 


Small bulb hangs inside | 
is connected with 
ometer unit by fine 

tube which 

rests under lid and does ke 
tight 
, 


not interfere with 


sealing 


ZONE TYPE SCALE FOR 
INSTANT READING 


A glance shows whether 
temperature in freezer 
is being maintained at 
correct level for food 
protection—warns of 
prolonged current inter- 
ruption or mechanical 
failure 


Blue and white seale in 
pure white case has 
clean, cool appearance 
in harmony with freezer 
Built for years of de- 
pendable service 


$400 


Each, Retoil 


Special merchandise dis- 
play carton contains 
six 
WRITE FOR 
ADDITIONAL 
INFORMATION 


FEE AND STEMWEDEL, 
2210 WABANSIA AVE., 


INC. 
CHICAGO 47, ILL 
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New Firms, New Lines 


Landers, Frary & Clark sells its major appli- 
ance division to Artkraft, which will expand the 
Universal line. Crosley, Sutton add room conditioners 


Mat ls shortages weren’t scaring 
anybocy out of the appliance business 
this fall. On the contrary, the appli 
ance family was growing as new firms 
entered the field and old companies 
idded new lines 

[he fall’s biggest change came in late 
October when Landers, Frarv & Clark 

ed that it had sold its major 

ce lines to firm to be 
Appliances, 
he new company was formed 
rtkraft Mfg which has 
roducing Universal refrigerators 
ract tor Landers, Frarv & 


i new 
Major 


: 
Universal 


Corp., 


conditioner indus 
uted two new (but familiar 
names when Crosley and O. A 
1 that they 
gin marketing such units 
Shghtlv earlier in the fall Perfection 
Co. announced that its factory 
branches had begun distribution of 
refrigerators 

Universal Changes 
owners of the Universal major 
apphance line moved rapidly after 
innouncing the purchase in early No 
vember. Within a month the com 
pany had begun a series of five dis 
tributer meetings and announced 
plans for marketing a greatly expanded 
line—adding room conditioners, de 
dryers, and freezers to 
the present refrigerator, range, water 
heater and conventional washer lines. 
\n automatic washer will be added in 
nine months”, according to 
Clark, president of the new 


wing alt 


announced would 


Hands. ‘The 


humidifiers, 


“eight or 
Morton I 
firm 
The new company represents a mer 
ger of Landers, Frarvy & Clark’s major 
appliance division, the Artkraft com 
pany and Baltimore Porcelain Steel 
Corp. Executives of all three firms 
will play key roles in the administra 
tion of Universal Major Appliance 
Co. Clark, for instance, is president 
and director of Artkraft and vice-presi 
dent of BPS. R. R. Trubey, who will 
be chairman of the board for Univer 
sal, holds a similar position on the 
Artkraft board and is president of Bal 
timore Porcelain Steel 
Men long associated with Landcrs, 
Frary & Clark will play prominent 
in the marketing of the new 
Universal line. Harry “Doc” Parsons 
will be executive vice-president, sales, 
ind will have direct charge of refrig 
erator production sales. E. L. Farqu- 
harson will be vice-president, laundry 
pment sales, and Harry Pavor will 
vice-president in charge of range 
ind water heater sales 
Clark told a press conference last 
month that the new firm is “not out 
to be number one in the industry” but 
intends to conduct its 
that “the 


such 


roles 


business in 


1 way dealer and dis 
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a broad line with 
and Universal 
long range, sound opera- 


tributor will have 
1 profitable 
will have a 
tion.’ 
Artkraft is no newcomer to appli 
mce production. Through a subsidi 
irv it at one time manufactured Ben 
dix washers. Other firms supplied by 
Artkraft from time to time include 
Sears Roebuck and Montgomery 
Ward. In 1950 the firm purchased 
the freezer division of Whiting Corp. 
\t that time it planned to market a 
full appliance line under the Whiting 
name; this plan has been supplanted 
by the acquisition of the Universal 


nC 


business 


Air Conditioning. ‘The cntries of 
Croslev and O. A. Sutton in the ait 
conditioner the second 
ind third major additions to the field 
this fall. Earlier, RCA Victor had 
mnounced that it would begin mar 
keting a line to be manufactured un 
der contract by Fedders-Quigan Corp 
he latter firm will also produce the 
models but O. A. Sutton will 


its own conditioners. 


business were 


Crosley 


manufacture 


Sunbeam Tells Macy's; Masters Tells 


Accusing R. H. Macy & Co., Inc., 
of setting up a retail monopoly on 
Sunbeam products in the New York 
arca by price-cutting, the Sunbeam 
Corp. has brought a Sherman Anti- 
l'rust suit against the New York de 


freezer for Alaska 


Eureka: Money Back 


\ satisfaction or vour monev back 
appeal is the best way to sell vacuum 
cleaners in the 1951-52 market, A. L. 
\MeCarthy, Eureka Division of the Ku 
reka-Williams Corp., told cleaner dis 
tributors and dealers recently during a 
scrics of ten meetings. 

‘Obviously people buy cleaners be 
cause they feel they get more dirt out 
of rugs than with brooms or carpet 
sweepers,” he said. “The appeal, there 
fore, that will reach the most people is 
the simple story of the cleaner that 
gets out most dirt. Ninety percent of 
your customers already own cleaners 
ind those buving are reaching for a 
better cleaner.” 

Che Eureka proposition for the com 
ing vear, he said, was to ask the house 
wife to take the cleaner home, run it 
ten davs, then dump out the dirt on a 
piece of paper. “If vou don’t sce more 
dirt than ever before, bring it back and 
get vour deposit back.” 

MeCarthy cited VCMA figures in 
dicating that 91 percent of American 
homes with cleaners have large rugs or 
wall-to-wall carpets and that 76 per 
cent of women interviewed said rug 
cleaning was the most valuable service 
their cleaner performed. Said Me- 
Carthy: this proves that there is a 
much larger replacement selling poten 
tial for upright cleaners than is gen 
crally realized. He urged Eurcka sales 
men to concentrate their efforts on the 
firm’s “3 in 1” upright cleaner during 
the fall program. 

All Eureka advertising will empha 
size the dirt removing qualities of the 


3 in 1” and will carry out the money 


partment store for $6 million damages. 

On the basis of return warranty 
cards sent in to the manufacturer bv 
purchasers of Sunbeam products, the 
appliance firm maintains that during 
New York City’s recent price 


Wal 


CHILL CHEST 


FOOD FREEZER 


OFFICIALS 


enroute te 


f Revco, Inc 


Deerfield, Mich., look on as a freezer leaves the factory 
an Anchorage, Alaska, family 


The buyer had owned a Revco while 


living in the south and forwarded an order for the freezer to a southern dealer 


who turned it over to Long-Lewis Hardware Co., Birmingham distributor 
ing the freezer move on to a truck for eventual air shipment tc 
president Gregg F. Forsthoefel, and vice-president J 


president Howard D. White 
Harold Overmyer 


1951 


Watch 
Alaska are vice 


A SATISFACTION or money back guar 
antee will sell vacuum cleaners, Eureka’s 
A. L. McCarthy tells dealers and distrib 
utors at a recent meeting 


back offer. New direct mail pieces and 
a large store display have been made 
available to dealers. 

The outlook for Eurcka’s garbage 
disposer was also discussed durifig 
the meetings. McCarthy pointed omt 
that 197,951 disposers were installéd 
by the industry in the first six months 
of 1951 and that a “big, new businéss 
is rapidly being formed.” He prom- 
ised more advertising and sales ards 
on the disposer. 


Sunbeam 


Macy’s was making 56.2 percent of all 
Sunbeam sales in the New York atéa, 
as against its normal proportion of 3.3 
percent. Upward of $2 million worth 
of Sunbeam products were sold durihg 
the period surveyed, Sunbeam <se 
all of it at prices below the established 
retail prices and much of it at congid- 
crably below -wholesale cost. ‘The 
$6 million asked for represents triple 
damages. 

Essentially Sunbeam’s case rests on 
the assertion that Macy’s has cap 
italized on Sunbeam’s trade mark ad 
vertising and its service responsibility 
to uphold Macy’s own storewide “6 
percent less for cash” policy. This ac 
tion, coupled with Macy’s procedure 
of inducing retailers to violate their 
individual fair trade contracts by sell 
ing merchandise to Macy’s at a 2-5 
percent commission, is, the manufac 
turer a violation of Sunbeam’s 
common law property rights 


Savs, 


Masters, Inc., a New York retailer 
has filed suit against Sunbeam and 
eight of its distributors. Masters con 
tends that Sunbeam’s “voluntary uni 
versal contract under which 
its authorized distributors will sell 
only to retailers who agree to abide 
by Sunbeam’s fair trade contract is 
an unfair trade practice in violation 
of the Sherman Anti-Trust Act 


svstem” 
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A WORD 
TO THE WISE 


Make EXTRA 
aC mA ALAS 


IS TV Seti Sale! 
| 








RTI | LIGHTNING ARRESTER 


e } celael mm: e-piece 


Protects Home and TV $9 25 


Set Against Lightning LIST 
Write |. Hazards 
: U.S. Patent No. D-4664 
for E. 4 
ial dae ® Installs anywhere 
catalogue ‘ . ‘ 
FY ® No wire stripping, cutting or 
: splicing 
(Complete with strap and ground wire.) 
OVER 1,000,000 IN USE TODAY! 
See Your Jebber or Write for 
Form No, 84 


CORNISH WIRE COMPANY, x 
50 Church Street. New York 7, N. Y. 


MANUFACTURING CO., lac. 


6165-M tom avenus, S2OORLIN 4, HH ¥ 
ewwsnee see 











SLINGABOULS® mean sates, 


Fastest Appliance Handling” 
says L. F. Balliet, Clark Distributing Co., Allentown, Pa. 








‘Slingabouts ‘package’ our appliances for sure protection from 
handling damage," states the general manager of this eastern 
Pennsylvania electrical goods wholesaler. 

Slingabout safety means extra damage insurance for your 
appliances. Fine finishes, delicate parts reach customers in 
perfect condition, thanks to tough canvas jackets, thick padding 
and soft flannel linings. A Slingabout slips on and fastens in 
seconds. Its sturdy sling makes even bulky pieces easy to 


handle on and off trucks, through narrow spaces. Your cus- 





tomers’ property is never scratched or damaged. Slingabouts 





fit major makes of appliances. 
Ask about Wrapabouts for TV sets. 





WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout prices for model # 

Refrigerators 
Radie 


Range 
Washer 


Name 
Address 


City ; State (please specify) 





PROMOTIONS 





Super Marketing 


All an appliance dealer needs these 
days is a good super-market 

Last year Gibson staged a tie-in 
promotion with Stop and Shop gro- 
cery stores in New England. ‘The stunt 
was so successful that it was tried out 
in other sections of the country 

Then earlier this fall Thor Corp. 
got a big assist from A & P stores in 
the Chicago area in introducing its 
new automatic washer 

Last month Belmont Distributor, 
Inc., Chicago-area distributor for Ray 
theon TV, stagéd a consumer contest 
in cooperation with 120 A & P stores. 
Customers picked up an entry blank 
in the grocery (where Raytheon sets 
were displayed), saw a demonstration 
at the neighborhood appliance store, 
ind then completed the sentence “I 
Like Raytheon because. .. .” 

The love affair between the appli 
ance trade and grocery stores has gonc 
even further than that, however. A 
new Piggly Wiggly super market 
opened in Beloit, Wis., last month 
featured a Westinghouse Laundromat 

half-hour laundry.” Laundries, Inc., 
the firm operating the laundry, plans 
to expand the program and make in 
stallations in other super markets 


Six Foot Ham 


Seven-foot tomatoes, 12-foot carrots 
and six-foot slices of ham are a little 
over-sized for the average refrigerator. 
They're just right, however, for a spec 
tacular outdoor sign erected recently 
in Cleveland for Admiral Corp. 

The giant vegetables are part of 
“the world’s first and largest outdoor 


color film spectacular”, erected 40 feet 
above roof level on Carnegie Ave. 
The “specachrome” is an outdoor 
color film, blown up 40 times the 
size of the original negative. Almost 
6000 watts of color corrected lights 
provide back-lighting for the sign. 


Housewares Plans 


The 1952 electric housewares gift 
campaign was previewed and_ this 
years program reviewed at a meeting 
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Gifts From The Queen 


DOLORES GRAY, star of the Broadway 
musical ‘Two on the Aisle 
Christmas gifts under the watchful! eye 
of J. P. Mcliihenny 
sales promotion committee of NEMA 
electric housewares section. Miss Gray 
says the publicity agent, has been choser 
electric housewares 
theatre Any question 
those packages? 


wraps her 


chairman ot 


queen f the 
what's i7side 


of representatives of NEMA’s el 
housewares section in New York 
mid-November. 

Speakers at the mecting included 
Arvin’s Gordon Ritter, section chair 
man, Waring’s J. P. Mcllhenny, sale 
promotion committee head, and Ralf 
Shockey, merchandising counselor foi 
the housewares section. 

Mcllhenny pointed out that the 
electric housewares industry has ‘“‘fin- 
ally hit on a successful formula’ for 
ichieving its goal of a billion dollar 
innual volume. 

Next year the program will be in 
tensified through (1) a more widely 
circulated merchandising plan book; 

2) better mass distribution of the in 
dustry’s poster; (3) a larger display 
kit; (4) an expanded trade paper cam 
paign; and (5) a 20-city research 
study 


Promotion Briefs 
@ Gold-painted “‘one-millionth 


tric water heaters are being shipped b 
Hotpoint, Inc., as a promotional stunt 
Phe special models can be installed in 
customer's homes after they have been 
used for display purposes. A complete 
merchandising kit accompanies the an 
niversarv models. 


@ Hamilton Mfg. Co. has launched an 
advertising campaign built around thc 
theme “And then she got a Hamilton 
automatic clothes dryer’. A three di 
mensional display card, a series of di 
rect mail pieces and two sales eascl 
books have been provided for distrib 
utors and dealers 


@ Nineteen all-expense air tours to 
Mexico and a set of cash prizes arc 
being offered to distributor salesmen 
by Webster-Chicago Corp. The con 
test is limited to sales of a magnetic 
dictation machine and closes Decem 
ber 15. 
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NEW POSITIONS 


General Electric Co. 


PAUL H. LESLIE 


Receiver 
David Davis 


Dept. Paul H. Leslie, 
Joseph A. Kerr, D. S 
Beldon, D. F.. Weston, Jr. and R. \ 
Buivid been promoted to new 
positions in G-l 


have 
dep rt 
formerly district man 
wer for the department in Detroit 
been made 


receiver 
inent Leslic 
has television sales man 
wer. He succeeds Davis, who has been 
made New York district manager for 
the department Beldon has been 
made national account sales manager, 
and is succeeded as radio sales man- 
ager by Weston. Buivid, formerly 
Minneapolis district manager, has 
been made assistant radio sales man 
wer. Kerr, who has been with the 


Ba 


ARTHUR T. MILLOTT 


Crosley Division 
Avco Mfg. Corp. 


HERBERT F. KOETHER 


Herbert F. Koether has been made 
manager of the radio sales section of 
the Crosley division of Avco Mfg. 
Corp. He has been succeeded as Chi- 
cago regional and zone manager for 
the firm by R. L. Baker. 
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D. S. BELDON 


J, J. CLARKE 


D. E. WESTON, JR 


1929, has been made dis 
trict manager for New Jersey. 

Major Appliance Dept. Arthur T. 
Millott has been named sales manager 
for food freezers. He joined G-E in 
1930 but in recent years had headed 
both Conditioned Air Equipment Co., 
Minneapolis refrigeration distributor, 
ind Freezers, Inc., distributors of 
freezers and frozen food. 

J. J. Clarke and L. W. Harvath have 
been appointed sales managers within 
the home laundry equipment depart 
ment. Clarke will handle automatic | 


washers and drvers. Harvath will be | 


firm simcc 


ers. 


L. W. HARVATH 


American Central Div. 
Avco Mfg. Corp. 


in charge of wringer washers and iron-| 


HOLIDAY DINNERS EASY—baked 
and prepared weeks ahead and frozen 
in the BEN-HUR. That’s only one of 
many reasons families enjoy the food- 
saving BEN-HUR. 


BEN-HUR MFG. CO. 


@ Dept.EM — 634 E. Keefe Avenue @ Mil l 


8.5 cu. ft. 
BEN-HUR. Holds 
up to 425 Ibs. 
Others, 12.5, 16 
ond 20 cv. ft. 


The New “R.O.P."* BEN-HUR is to- 
day's easiest-selling freezer. There are 
many reasons—including today's 
more powerful point-of-sale dealer 
help program. Ask about it! 


(*Record Of Performance) 


12, Wi 





EALTHFUL LIVING 


THROUGH 














A. M. BRUNINGA 


A. M. Bruninga has been made 
manager of the advertising and sales 
promotion department of the Ameri- 
can Central division of Avco Mfg. 
Corp. He was formerly manager of | 
publicity and sales promotion. | 
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MODEL 
A-555 


AIR-FLO 


AUTOMATIC SHUTTER 
WEATHER-SEALED 




















FRONT VIEW--CLOSED 


It Leads the Field . 
In Features 


There is every reason why you should 
use AIR-FLO shutters on your job. New 
heavy reinforcement strip adds strength 
and long life to the louvers, assures quiet 
operation and perfect counterbalance, pre- 
vents rattling. Aluminum louvers open 
fully, permitting capacity fan operation. 
Deep shroud protects shutter from high 
winds. ie-rod, brack bearing 
inside frame, not exposed to weather. 
Special finish resists corrosion. Many 
other features. Write for illustrated cata- 
log 42-A of the complete AIR-FLO line. 





AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Bivd. 
DETROIT 16, MICHIGAN 








FROZEN FOODS 


“SAFETY-PLATE 


DUPLEX RECEPTACLE 


EXTRA PROFITS |] 
FOR YOU! |) 
From Every 
Home, Office 
and Factory 


Retoil List 


99¢ each 


Order a sample 


(Par, 
dozen now. Sh Applied For-towis) 


GITS “Safety-Plates’’ make it impossible to 
insert objects into electrical outlets. Holds 
loose plugs firmly in receptacle. ‘Safety- 
Plate" automatically snaps closed when the 
plug is removed. 


1. Insert the 
plug 


Simple to Vustall 


@ Remove old receptacie cover picte 

@ Replace with GITS “SAFETY-PLATE" by us- 
ing same single-screw attachment. Order 
from your jobber and be sure to ask for 
attractive, colorful, ‘‘Try-It-Yourself" dis- 
play. 


dE 


4086 W. Huron Street Chicago 44, lilinois 


2. Turn quor- 
ter turn right 


3. Push oll the 
woy in 
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SEARCHLIGHT SECTION, 


MERCHANDISING a : 

SUPPLEMENT latices “OPPORTUNITIES” hg 

Products, Services — For More Sales, For More Profits WANTED 
UNSSLAVED RATE: —— — 


main at Rng a abe! "emt tan’ arn FOUR DISTRICT MANAGERS 





One of the larger producers in the space heater business is looking for several 
representatives for a well advertised full line of gas and oil-fired space heaters, 
floor furnaces and water heaters. The line is established in most major areas. 
Men must have appliance background and experience in working with distributors’ 
salesmen, and be capable of working with established distributors and opening 
up new distributors. Must be free to travel in areas such as Illinois, Wisconsin. 
Minnesota, lowa, Nebraska, Michigan, Kentucky, Indiana and Ohio. Remuneration 
in form cf salary, expense and override. All replies will be held confidential. 

















RW-2530, Electrical Merchandising 
W. 42 St., New York 18, N. Y. 








MOTOR EXCHANGE SERVICE FOR SALE 


Your burnt out vacuum cleaner motors completely 100 NEVERATIONAS 
rebuilt guaranteed one year. REGISTER COIN METERS 


Your cost $8.50. G.E. tank motor $9.50. Latest type M-30 bank meters with remov- 
1000 Rebuilt vacuum cleaners $9.50 up. able coin box, complete $4 each. 


“Ww stalog DEALERS’ VACUUM CLEANER CO. JEFFERSON STORES 
505 Dogwood, Harlingen, Texas 140 Nostrand Ave. Brooklyn 5, N. Y. 2140 N W 23rd St. Miami, Fia. 


pan any st Light in weight and strong. Ma 
padded. Weigt 




















CUT delivery time, SAVE 
unnecessary damage and work WANTED 


with the YEATS APPLIANCE DOLLY MANUFACTURERS MANUFACTURER’S 
ma ie ye EE, REPRESENTATIVES REPRESENTATIVE 


/ Atortinum ~~ frome, + to, i% amecih ren. Manufacturer of Electric Traffic Appl 
4 tr " r ectri ratiic pPplances . 
~ TS iy kd. Ang 4 a pon he nme | — (fans, ventilators, heaters, broilers, etc.) Covering nine midwest states for popular 
[= padded with felt. well established—will have the follow- line of washer wants additional non-com- 
) Gu"\4’ Web strap fastens appliances tight ; Ng eg a ag Daag Mego petitive lines; ie. Gas or Electric Ap- 
; See Gan adele ne oe \ L Wisc., Minn. Must have ‘background cali. pliances, Radio or T. V., or Heating. Ex- 


: ' ing on Electrical Hardware and Appliance cellent References 
of / Se Coterpilior STEP GLIDE. Endless belt oo . \ jobbers. Reply in complete detail regard- 
/ largest appliances over stair edges without ing lines carried, territory and previous ex- 
morring. Write for full information ¥ perience. All replies strictly confidential. Allen J. Chantry 


oe Carter Lake, lowa, R.F.D. Omaha, Nebraska 
< -2437 


Yeats Appliance Dolly Sales Co. a2ieidcel?"* Sis vo de St. New York Thy Ne pnnsobnanises 


























Modern Appliance Displays | |HAWD TRUCKS tor sate & Easy 


Need LIGHTED MOTION! A pee Za) ) \ \ WAVRIGCIY( 
Sie ete wa DEEP FREEZE AND AIR | NS! | \ 
Display-Way Ghote © TELEVISION — " , . [ 

To Boost Roto'sho SELF-LIFTING PIANO TRUCK CO. 

Your Sales! 


A ertam Cuummeuts FINDLAY. OHIO WILL TELL THE SCORE 32 d A | 

THE OLDEST NAME in turntables assures you ON SCORES OF PRODUCTS nl nna Zh, 
i r e-tre jon Used b bake Be) 

Se aeen calepetin ts arent Gallen Ge. 20) :1@) MO) 14°0-W1e) Ss; IN THE a 


r 7 * “ln 
plays. Model 712 ROTO-SHO illustrated, re- = . . Z = 
volves 3 times a minute, permits novel, self- z = Electronically ‘Statistical Issue: 
contained lighting effects as well as operation = - OPEN -—=* CLOSE —=LOCK bene 5 
of electrical devices. Table 18° — = DOORS « GATES «+ ETC ink 
A.C. only. Sturdy steel construction uaran- = R Jal. Industrial-( 
teed Write today for complete turntable Write for Catal Dept. EM OF JANUARY 1952 
catal including build-up fixtures! og . ; 

- : = ROBOT APPLIANCES, INC. 
®@ Carries up : 13165 Prospect—Deartorn, Mich. 
to 200 Ibs 


© Lights turn ime; MEND-IT-SLEEVE Don't miss this big issue. You 


with table Permanently repai: 











broken coils 


GENERAL DIE AND STAMPING CO. 
Integrity Since 1919 Sy tion wire, and all similar uses. 
Dept. 65, 267 Mott St New York 12, N. Y , Time Tested- Successtul-Econemical 


can prime appliance-radio-TV without an added strain on 





clint for Catal ‘ — . — 
Insert broxen onde MEND-IT-SLEEVE “ar. dealers in the statistical bible the pocketbook — this issue 
LOVELL WRINGER ROLLS tight with BI¥ers 196 Bonita Av., Piedmont 11, Calif 
Factory Machined Rolls Save Time 
wAhane Nae awe ans Dependable 6 

ALL SIZES FOR ALL MAKES Many ye . d _ ; . , 

OHIO WASHER COMPANY are to be foun sales ard guide buying. As their trip to the Chicago 
1223 Superior Ave Cleveland 14, Ohio in this Section 











they will use all year to chart reaches dealers as they plan 

















an added bonus to advertisers Markets in January. 


La — 
MERCHANDISING Jonah 


by. e REFRIGERATORS 
; e RANGES 
WRITE FOR COMPLETE CATALOG e WATER HEATERS The dealers’ choice year after year 


MOELLENBROCK & WILKIE MFG. CO. A MCGRAW-HILL PUBLICATION 


WASHINGTON, MO. . 
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NEW 
POSITIONS 


Landers, Frary & Clark 


STANLEY G. FISHER 


Stanley G. Fisher has been named 
to direct the sales of the electric house- 
wares division of Landers, Frary & 
Clark. Most recently he was in charge 
of field selling forces for the division. 


Emerson Radio & 
Phonograph Corp. 


MARTIN L. SCHER 


Martin L. Scher has been named 
national sales manager for Emerson 
Radio and Phonograph Corp. He has 
been associated with the radio-l'V 
industry for a number of vears and 
most recently was general sales man- 


ager for Motorola-New York 


Fada Radio & Electric Co., Inc. 


CHARLES ROBERTS 


Charles Roberts has been named 
advertising and sales promotion man- 
ager for Fada Radio & Electric Co., 
Inc. He was formerly with the Lion 
Match Co., G-E Supply Corp. and 
Zenith Radio Corp. of New York. 








a peliverd 


G00 


cord gets! 


4 


Order J oday 


You will receive the finest cord sets 
with promised good delivery . . . de- 
signed for radios, television, clocks, 
refrigerators, and other electrical 
appliances. 
Write for our new 
plant-facility brochure! 


Cobsmbta®> 
WIRE & SUPPLY CO. 


2850 Irving Park Road Chicago 18, Ill 








“National distributors and warehouse for 
ANACONDA densheath television and radie 
wires and cables” 

















ONE MAN — 
inated of tH" 


DELIVERS 
PPLIANCES 


SLIDES 
UPSTAIRS 


r 


er" 
oe 


DOWNSTAIRS 


NW A 
IN AND OUT 
OF TRUCKS 
| a 


WHEELS SWING FORWARD FOR LOADING 
. . BACKWARD TO BALANCE LOAD 


‘ 

Deliveries are easy... safe... and less costly 
with an Easload Appliance Truck. You 
save the cost of an extra man and the ap- 
pliance is always safe because it is strapped 
on and cinched tight with a ratchet-type 
cincher. Rubber pads protect the finish. 

Note how the large wheels with 10 x 
2.75 cushion tires lock in the load bal- 
ancing or the loading position until 
released by a foot pedal. See the two small 
rubber wheels used for loading 

Save the cost of an extra man; order 
your Easload today ... only . $53.50 


FOR LOS ANGELES 


‘COLSON EQUIPMENT & SUPPLY CO. 


1317 Willow Street ¢ Los Angeles, California 


EASLOAD APPLIANCE TRUCK 
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iddle of Savings 


good, old-fashioned virtue of 


T? thrift, which 

seems to have fallen into disrepute during the past 
few years, would appear to be staging a comeback. ‘The 
buying public have been sitting on their hands, rather 
than digging into their pockets. And while we may 
admire this particular copybook virtue, we are forced 
to admit that it has raised considerable hell insofar as 
our business is concerned. 

We have already pointed out in these pages that 
the past nine months of 1951 have resulted in the 
puzzling phenomenon of a virtual depression in the 
important realm of consumer goods buying, during 
a period when other important segments of the economy 
were booming. Rarely in the economic history of the 
country have we witnessed the paradox of full employ 
ment, high incomes, unprecedented expansion of 
the capital goods industries and enormous government 
spending tied in with so drastic a decline in spending 
for consumer goods. Not only for consumer durables 
—appliances, radio and television, furniture, carpets, 
automobiles, etc., but soft goods such as clothing. 

Vhere have been several theories advanced for this 
dismal state of affairs, but in essence they all stem 
from the Korean situation. Heavy scare buying in the 
fall of 1950 and the early spring of 1951 in anticipation 
of shortages certainly played a big part. People over- 
bought and when the shortages failed to materialize, 
cannily snapped the rubberband around their pocket 
books. “Most of this year,” as Business Weck puts it, 
“retailers paying back the they 
borrowed from the future last winter.” ‘There were 
other reasons. ‘lightened credit restrictions were in 
effect until the fall of 195] and overbuying meant that 
the gorged public were forced to retire and digest their 
purchases through debt repayment. The cautious 
pickup in business during the late fall may be the sign 
that the hunger for goods is opening the mouths of 
pocketbooks. 


have been sales 


B' r the liquidation of installment debt, while a form 

of savings, does not tell the whole story. The 
fact of the matter is that consumers are saving about 
twice as much of their income now compared to normal. 
The figures prove it. Personal disposable income 
income after taxes) is running at the rate of $226-bil- 
lion—up $19-billion since the third quarter of 1950. 
Consumer spending is now running at an annual rate 
of over $200-billion; savings at $22-billion. In 1950, 
people were saving about 5 percent of their disposable 


income; a year later they were saving about 10 percent. 
What’s more, in the first half of this year they were 
paying off non-mortgage debt at the rate of $2-billion 
a year and were not contracting new debt at the 1950 
rate of $3-billion annually—a $5-billion spending 
differential. 

We are all too painfully cognizant of the effect this 
sudden burst of thrift had on the appliance and radio 
business during the past year. With production still 
relatively heavy, despite cutbacks, inventories reached 
serious proportions. For thousands of smaller dealers, 
financing has been a major concern. The problem 
alone of meeting payrolls caused a wide rash of price- 
cutting, premiums, give-aways, auctions and the like. 
l'o be sure, OPS had little reason to worry about ceil 
ing prices and economists evidenced a smug. §satis- 
faction in lower_prices and abundance of goods as 
antidotes to inflation. 


B 1 the question in everybody’s mind concerns the 

immediate future. Are people going to go on 
saving at double normal levels? Or will the possibility 
of shortages in the spring set off a new buying wave? 
Ihe role of the forecaster is a sorry one. But, for 
what it is worth, we incline to the middle ground. 
Shortages invariably bring in their wake a firming up 
in prices. Add to that the imposition of new excise 
taxes, a fresh round of wage increases for labor and a 
new hike in individual income tax rates and you have 
the ingredients for a slowing of demand—maybe even 
as bad as in 1951. On the other hand, shortages do 
spur demand and the rate of installment debt repay- 
ment will bring a cleaner slate for millions of goods- 
hungry people. But once-bitten, twice shy. Caution 
will probably be the keynote where any major pur- 
chases are contemplated. 

For our industry, the answer lies in our powers of 
mass persuasion. We have the type of merchandise 
that people want. The riddle of their extraordinary 
savings is proof that we have not exercised those powers 
to the fullest. And the year 1952 might not be a bad 
time to start. 
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DONT WORRY, EVEN UNDER THE MISTLETOE, 
HE'S AS SAFE AS ALOVELL WRINGER! ° 
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OH, YOU BIG, J THIS'S NOTHING COMPARED 
STRONG MAN | TO THE LIFTING ALOVELL 
= WRINGER CAN DO! 
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(LL TREAT ‘EM ; 
GENTLE AS LOVELLS 
RESILIENT ROLLS! 


EASY WITH 
THOSE 
| ORNAMENTS 





YOU 
WORK AS 
FAST 
ASA 
LOVELL 
WRINGER 
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WELL, AT LEAST WITHA 
LOVELL- EQUIPPED WASHER 

YOU CAN DO'EM BOTH IN 

THE SAME WASH WATER! 






SO WHAT! WE'VE 
GOT LOVELL'S PRESSURE 
CLEANSING ACTION 
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“GUARDED TOP” 
CONSTRUCTION 
gives housewives 
added protection 


POWER ELECTRIC 
ROLLS with three 
laminations of rub- 
ber give right cleans- 
ing pressure 

HARDWOOD BEAR- 


INGS never need oil- 
ing, won't stain wash 





SINGLE LEAF 
SPRING gives bal- 
anced pressure 

ALL-STEEL H-TYPE 
FRAME prevents | 
twisting or breaking. | 
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Coming! A Great Engineering Achievement! 


— ki vou see a symbol of one of the great strides forward in 
home refrigeration. It is the symbol of a great basic achieve- 
ment by Kelvinator .. . the pioneer in so many other great accom- 
plishments that have advanced the science of refrigeration. 
The symbol you see above stands for something entirely new 
. entirely revolutionary. [It stands for something that will change 


all existing concepts of refrigerator automatic defrosting. From this 


GET MORE 208 


Wg rtausecator 


THE MOST VALUABLE FRANCHISE IN 


ELECTRIC REFRIGERATORS... 


symbol—and the great accomplishment it represents—will come 
striking new awareness of Kelvinator engineering leadership, tre- 
mendous demand by customers, profitable sales for Kelvinator 
dealers. 

Here once again, more excitingly demonstrated than ever, is new 
proof that the Kelvinator franchise is the most valuable in the 


appliance industry. 


THE APPLIANCE INDUSTRY 


RANGES...FREEZERS...WATER HEATERS...AIR DRIERS 


KELVINATOR © DIVISION OF NASH-KELVINATOR CORPORATION © DETROIT 32, MICHIGAN 








